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Ladies’ Home Journal 
Saturday Evening Post 
Ladies’ World 
Christian Herald 
Munsey’s Scrap Book 
Munsey’s Magazine 
McClure’s Magazine 





Above are SOME of the prominent publications 
whose subscription advertisements appeared in 
our columns in the past few months. 

They used large space, and PAID IN CASH for 
the space —at our regular, published card rate— 
the same rate as ALL advertisers are charged 
for our space. 


Experienced guides are safe to follow. 





Think It Over 


THE WOMAN'S MAGAZINE 


(LARGEST IN THE WORLD) 


ST. LOUIS, MO. 


NEW YORK — Flat Iron Building; CHICAGO — lst Nat’l Bank Bldg. 
A, A. HINKLEY, Manager. GEO. B. HISCHKE, Manager. 
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Newspapers 
Worth 
Counting 


A book of 500 pages, edited by GEO. P. ROWELL, 
will appear Thursday, November Ist. Subscription 
price, One Dollar. 





It will deal with about one-third of all the publica- 
tions issued—all that print or ever said they thought 
they printed so many as 1,000 copies regularly—and 
will contain an epitome of all the information about 
the number of copies printed that has been collected 
by the Editor of Rowell’s Newspaper Directory during 
the past 16 years. 

It is a book that ought to be in the hands of every 
advertising man who wishes to be informed about 
newspaper values, and of every publisher of a news- 
paper who desires the best information available about 
what editions his competitors are issuing. 


The publisher of a newspaper who knows any reason why his pub- 
lication is specially worthy of the attention and patronage of adver- 
tisers, in other words, that his is “a newspaper worth counting,” has 
the privilege of briefly setting forth that reason in the forthcoming 
book, in the form of a “ Publisher's Announcement,” or more fully in 
a quarter, half or a full-page advertisement, or by the use of an 
“Inset.” To fail to do this is to lose an opportunity for economical 
publicity that will not soon occur again. The cost is nominal. The 
full story was told in the article beginning on the third page of the 
issue of PRINTERS’ INK for Wednesday, August Ist. $ 

Anybody who wishes to see, in advance, precisely how a specified 
newspaper, or other periodical, is to ve dea!t with in the forthcoming 
book, may obtain a manuscript copy of the matter to be used by send- 
ing an application accompanied by ten two-cent postage stamps. 


Address 


PRINTERS’ INK PUBLISHING GOMPANY 
No. 10 Spruce St., New York 
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The Island of Bermuda, stated 
in round figures, is situated six 
hundred miles from New York 
City, six hundred miles from 
Charleston, South Carolina, and 
six hundred miles from Halifax, 
Nova Scotia. The statement 
seems preposterous, but its ac- 
curacy is easily demonstrated by 
looking at a map as shown on a 
globe. We of the United States 
call the State of Maine “down 
east’ and speak ot it as the 
jumping off place, but travelers on 
a railway train find that mid 
night at Calais is one o'clock in 
the morning at the next station 
the train stops at; that New 
Brunswick, east of Maine, has a 
territory equal to that of the Pine 
Tree State; that Nova Scotia is 
east of New Brunswick with 
three quarters as much area, and 
east of Nova Scotia still comes 
Newfoundland which is as big as 
Ohio and has a healthy, prosper- 
ous principal city with more than 
30.000 people, fully three-fifths as 
many as Portland, Maine, and 
situated at a point on the globe 
nearly as far east of Halifax .as 
Bermuda is to the south of the 
same city. 

A Printers’ INK reporter was 
in St. John, New Brunswick, at 
the time of the recent death of 
Mr. Zingg, the editor of the Little 
Schoolmaster, and on his return 
he found his acquaintances gen- 
erally thought New Brunswick a 
part of Nova Scotia. It is in 
fact nearly half as big again as 
the other Province, having an 
area of 27.500 square miles. whilc 
Nova: Scotia barely exceeds 20,- 
000. Nova Scotia has a popula- 
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tion of nearly half a million, New 
Brunswick about one third of a 
million. Prince Edward Island, 
the smallest of the Canadian 
Maritime Provinces is the most 
densely populated, having over 
100,000 people, a little area, and a 
little more than one half the pop- 
ulation of our State of Delaware. 

Halifax is 836 miles east of 
Montreal and 275 miles from St. 
John in New Brunswick. The 
last named place now has a some- 
what larger — than Hali- 
fax but few Americans have any 
idea that such is the fact. There 
is some feeling of jealousy on the 
subject between the people of the 
two cities, such as there once 
was between St. Louis and Chi- 
cago, St. Paul and Minneapolis, 
Cincinnati and Cleveland, and, in 
earlier times between Salem and 
Boston and Philadelphia and New 
York. Halifax is the richer 
place, St. John the most thriving. 
St. John has at the present time 
about 50,000 population, not being 
much if any behind Portland, 
Maine, in this respect. Portland 
has four daily papers, St. John 
has five. In appearance and qual- 
ity the papers of the two cities 
are about on a level. Jn the num- 
ber of copies issued and in will- 
ingness to tell about them Port- 
land is in the lead. 

St. John is called “The City of 
the Loyalists.” It was settled 
by Tories driven from the United 
States by the outcome of the 
Revolutionary War and the pro- 
scriptions, persecutions and con- 
fiscations by which these doubt- 
less excellent people were in- 
duced to abandon their homes in 
the States. 

The people of St. John appear 
to Americans to be precisely like 
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those of Bangor or Portland. The 
English flavor so readily noted 
in Montreal, Toronto, Quebec oz 
Victoria is not to be perceived in 
St. John, but an American staying 
at the best hotel finds it difficult 
to control his feelings when he 
learns that a mail by which he 
knows there are important letters 
for him, which reached the city 
at I1 p. m. Saturday, will not be 
distributed until Monday- at 
7 a. m., and that although he has 
to leave for his own country at 
6.45 a. m., neither influence nor 
bribery can procure the release or 
delivery of that mail matter, 
though the hotel people will see 
to it that it goes west after him 
on the very next train. That the 
correspondence had to do with 
matters of life and death could 
not be made to change the condi- 
tions that custom had fixed. It 
was some satisfaction to learn 
that the good people of St, John 
are aware that in no other city 
of the Dominion of Canada, of 
equal importance, does such a 
condition continue to exist. Not 
long ago the leading hotel men 
of St. John had a meeting and 
presented their grievance to the 
Dominion Postmaster-General, 
They had American tourists for 
guests and these were not used 
to such things. They received 
reply that the matter would be 
looked into, but nothing ever 
came of it. 

Of the five daily papers issued 
in St. John, the Telegraph. morn- 
ing, and Evening Times are said 
to have the same owners. The 
Telegraph is sold on the street 
for two cents a copy, the Times 
for one. The last named bears 
printed in red across its first page 
the legend, “Largest Afternoon 
Circulation in St. John” and 
claims an average daily issue of 
more than 7,000 copies. It is but 
two years old and has no rating 
in Rowell’s Directory. The Tele. 
graph had credit for 6,090 aver- 
age issue in 1902 but does not 
since appear to have made any 
definite report. 

The Sun, morning, sold for two 
cents. and the Star, even'ng, for 
one cent, are issued from the 
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same office, and the Star claims to 
print more Want ads than any 
other paper in the city, a claim 
that an exam.nation of the pages 
of the various papers hardly sus- 
tains. The Sun had credit in the 
Rowell book for an average 
issue Of 3,619 in 1904, and the 
Star for 5,795 for the same year 
but neither paper has made any 
report since. Maybe that the 
best looking daily issued in St. 
John is the Globe, an evening 
paper sold for two cents. The 
writer was told on one or two 
occasions that it was the best 
paper, It had credit in Rowell’s 
Directory for an average issue ot 
4,181 in 1897, but apparently the 
editor of that excellent work has 
not been convinced that the paper 
has issued half or a third of that 
number at any time since the 
twentieth century set in. 

The Printers’ INK man brought 
specimens of the St. John dailies 
home with him and_ submitted 
them to the inspection of an ad- 
vertiser who has had a good deal 
of experience in dealing with and 
valuing newspapers; asking him 
to look them over carefully, note 
the news, general reading matter, 
market reports, society, base ball, 
etc., together with a consideration 
of the advertising columns, and 
make known his decision by 
marking the papers 1, 2, 3, 4 and 
5 in the order of merit as it ap- 
peared to him. The papers were 
returned marked as_ directed 
which led to their being arranged 
in the following order: 

The Daily Telegraph, the Evening 
Times, St. John Star, St. John Gobe, 
the Sun. 

For classified advertisements he 
reported the Daily Telegraph to 
be materially in advance of any of 
the others, 

—_+o>—_—_——- 
NEW FORM OF “& SON.” 

“Murdock & Son” was the way the 
sign used to read, but it was changed 
last week to “James Murdock & James 
Murdock.” ; 

“I don’t see why we didn’t think of 
that a long while ago,” said the senior 
nartner. ‘‘Ten persons look at it now 
to one who looked at it before. ‘And 
Son’ doesn’t mean much, but a repeti- 
tion of names looks and sounds strik- 
ing, and means dollars worth of trade.” 
—-New York Sun. 
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ie In 
Philadelphia 
Nearly 
Everybody 
Reads 
The Bulletin.” 


NET PAID AVERAGE FOR JUNE 


22(),699 


COPIES A DAY 


‘The Bulleem’s’’ circulation figures are net: all 
damaged. unsold, free and returned copies bave 
been omitted 


WILLIAM L. McLEAN, Publisher 
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BUILDING UP MAGAZINE 
CLASSIFIED, 

ROBERT FROTHINGHAM TELLS HOW 
“EVERYBODY'S” HAS DONE IT— 
LIBERAL ADVERTISING BOTH FOR 
READERS AND ADVERTISERS—NOT 
As EASY As IT MIGHT LOOK— 
HOW MAGAZINE CLASSIFIED FEEDS 
THE DISPLAY, AND VICE VERSA— 
RESULTS FROM SINGLE ADS AL- 
MOST UNBELIEVABLE, 








The classified advertising in 
Everybody's Magazine has aroused 
wide interest and emulation 
among other magazine publishers. 
This is a department of which it 
seems proper to say that it is 
“advancing by leaps and bounds.” 
It began in January—two pages. 
By May there were eighteen, and 
though in the dull summer 
months the department dropped 
to twelve pages, it is expected 
that there will be twenty-five by 
Christmas. A not unreasonable 
expectation is that Everybody's 
can get fifty pages of this small 
liner business by the end of 1907. 
A good many other magazines 
have added classified departments, 
but whether they are of the leaps- 
and-bounds kind is still doubtful. 
Just now there seems to be no 
good second in the field. 

“Who started this thing? How 
is magazine classified built up?” 

These questions were put lately 
to Robert Frothingham, advertis- 
ing manager of Everybody's. 

“It began with a conversation 
between Mr. Ridgway and Mr. 
Thayer, who decided to test the 
idea. Then we sent out a small 
announcement to certain classes 
of advertisers, and described the 
new feature in the magazine it- 
self. Some business came in. We 
printed it. That brought more. 
New ways of soliciting magazine 
classified were found, the agencies 
were interested, and so the thing 
grew like a snow ball. But there 
was an infinite deal of pushing. 
Don’t fancy that such a depart- 
ment will grow like Topsy. 
Building it up to present propor- 
tions has been just the toughest 
hustle anybody would want to 
engage in. But we've got a start, 
and now lead the field, and if 
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newspaper principles hold good in 
magazine classified, it will be haru 
for another publication to pass us 
now, 

“Circularizing has been one of 
the important mediums. Adver- 
tising in newspapers and maga- 
zines to interest people in read- 
ing the department was a third. 
And on top of that came plain 
soliciting—we have two men in 
New York, two in Boston, two 
in Chicago, one in Philadelphia 
and one in St. Louis, all soliciting 
this classified. A young man in 
my office here, Mr. B. L. Chap- 
man, was put on the circulariz- 
ing job. He has been working 
days, nights and Sundays at it. 
At times he has circulars about 
this department going to a dozen 
or more different classes of small 
advertisers — something showing 
each how to accomplish his par- 
ticular end, whether it is selling 
real estate, automobiles, a mail 
novelty or finding a high-grade 
employee. 

“First we made up lists. All 
the magazines were searched for 
small advertisers—those who used 
half-inch to three-inch display 
ads. Then we clipped hundreds 
of the better classified ads from 
newspapers all over the country. 
taking care to keep out the fakirs 
and swindlers and quacks, These 
names were classified according 
to lines of business, and then the 
circularizing began. When we 
sent a piece of literature to a 
small advertiser we tried to show 
him a sensible advertising plan— 
how to do it, how to write his 
copy, how to follow it up, and 
so forth. Many of the argu- 
ments used in circulars were codi- 
fied for Printers’ INK, which we 
have employed constanly in build- 
ing up this department. Jn 
newspapers and magazines we told 
the general public about our new 
stunt, which made a reading pub- 
lic for it immediately. And in the 
five big cities named we have men 
on the ground who read the pa- 
pers, hunt up small advertisers 
and get them in. 

“One odd circumstance at the 
start was the indifference of the 
advertising agencies. We couldn’t 
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get them interested. They 
thought four-line magazine ads 
small potatoes. So during the 
first tew months all the business 
came direct. The agent who 
talked about creating new adver- 
tisers was dumb when it came to 
creating these little fellows. We 
had to create them ourselves in 
the beginning. But when the de- 
partment began to grow, some- 
thing funny happened. A man 
out West would send his ad di- 
rect the first time. Next time 
it would be pretty certain to come 
through an agent, and when we 
looked into this we found that 
the agencies had come round, and 
were gathering in the new adver- 
tisers we had created. Did we 
resent this? Well, I should say 
not! Finest thing that could hap- 
pen to a new advertiser, getting 
his own agent. We have over 
100 agencies on the list that send 
this liner business, and seventy- 
five per cent send something 
monthly. Fifty per cent of the 
classified now comes through 
agents, and every agency is work- 
ing with these beginners to make 
their advertising more effective, 
to help them with copy, to sug- 
gest follow-up methods, to build 
them up into display advertis- 
ers, and what is even more im- 
portant than all, to give us some 
assurance of the advertiser's in- 
tegrity. 

“I said that we had tried to 
keep out the fakirs. It is difficult. 
We have been  fortunate—very 
fortunate. Readers are requested 
to report to us instances of ques- 
tionable advertising in the classi- 
fied and complaints have been 
very few, so we have built clean 
business. But it is a physical im- 
possibility to investigate all who 
send liner business. In display 
advertising everything can be in- 
vestigated, but with classified we 
often have no guide but the mans 
advertisement. This is often 
thrown out on account of its 
proposition—we take no medical 
or questionable financial in this 
department, and flowery lan- 
guage, big promises or other ear- 
marks of the fake lead to in- 
stant’ rejection. The classified in 


newspapers seems to be _ the 
stronghold of the fakir, and this 
doubtless comes, not from mer- 
cenary motives on the newspaper 
publisher’s .part, but from im- 
possibility of always detecting the 
small advertiser who is off color. 

“Some publishers thought that 
this classified would soon hurt 
our display business. But we 
find they. feed one another. The 
classified feeds the display by get- 
ting in small advertisers who 
soon develop good methods and 
grow. They can't grow very big 
in the liners, because we don't 
accept any advertisement for this 
department containing more than 
twelve lines. Sometimes a man 
will divide twenty lines into two 
or three separate announcements. 
But we want those who grow up 
to an inch to try display, partly 
for their own sake, partly for 
ours. If large ads were accepted 
in the classified they would soon 
destroy the clean-cut, even read- 
able appearance of those pages— 
just on appearance the classified 
is probably the best-read portion 
of Everybody’s. No display type 
is permitted, no cuts, and no caps 
except in the first line. The dis- 
play pages feed the classified to 
a much greater extent, and with- 
out decrease in display business. 
One of our general publicity ad- 
vertisers, for instance, wanted to 
determine to what extent his dis- 
play advertisement pulled. It had 
no offer of any kind, and not even 
an address, but was, in substance a 
‘Use Blank’s soap’ announcement. 
He went into the classified with 
a small liner that was linked with 
his display ad, so the two went 
together, and made an offer of a 
booklet, with name and address. 
The number of replies he received 
convinced him that general pub- 
licity pulls to a much greater 
extent than is supposed. Other 
display advertisers print liners 
calling attention to their main 
announcement. In certain cases 
display advertisers have asked us 
if we considered the use of these 
small ads in keeping with their 
dignity as large business houses. 
We say yes—consider the charac- 
ter of Everybody's. Our new 
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hotel department, which carries 
display cards of hotels in leading 
cities, and is run in connection 
with a service that gives intorma- 
t.on and engages rooms, was a 
direct outgrowtn from the classi- 
fed. As an indication how this 
department is read, we have had 
many requests for display posi- 
tion on the pages preceding and 
following the classified ads, and 
in some cases advertisers have 
even offered a premium. But un- 
der conditions of making up the 
magazine it is impossible to as- 
sure these positions. Some classi- 
fied advertisers quickly grow into 
quarter and half page display. 
Practically all the classified, 
though much of it comes in first 
as one-time experimental adver- 
tising, is repeated. In the de- 
partment of ‘High-grade Help 
Wanted’ this does not apply, ot 
course. This has been one of the 
sections that showed quickest 
growth. A national service of 
this sort, which searches the 
whole country for help instead of 
one city, seems to have been a 
convenience that hundreds of 
business men were looking for. 
Real estate is another qu-ck- 
growing section—until LEvery- 
body’s came into classified there 
was really no economical way for 
the realty man, always a gener- 
ous advertiser, to put his propo- 
sition before the public in the 
magazines.” 

Everybody's classified pages 
carry forty separate announce- 
ments each, and though the pub- 
lishers’ revenue from a liner page 
is not so great as from a display 
page, it is believed that maga- 
zine classified, like the liners in 
newspapers, has direct circulation 
value attracting readers and sell- 
ing copies on its own account. 
After September 1 the rate for 
this business will be advanced to 
$2.50 a line. It is the intention 
to continue advertising this de- 
partment through the coming fall 
and winter, especially in general 
mediums. 

The department has its humors. 
In one of the earliest issues a 
four-line ad was received direct 
from a man in Illino‘s. It was an 


honest ad, but it seemed as though 
the man could never get his 
money back on his particular 
proposition. He sold tacks and 
nails, and wanted people to send 
him a dime for 200 samples. 1hat 
looked unpromising. But even 
more sO was the way in whicn 
he had worded his ad. Instead of 
the old formula, “I want to help 
you make money,” the man in lLI- 
lino.s opened up by saying “I 
want you to earn money tor me.’ 
The whole thing looked tacky, in 
fact. But it was decided that the 
man ought to know his own busi- 
ness. He seemed a grown-up 
man. He was honest. So the ad 
went in as written. 

That issue hadn't been out long 
before a telegram came from the 
man in Illinois: ‘Repeat ad till 
forbid; doing big business; have 
sold other bus:ness.” His propo- 
sition was not as_ tacky as it 
looked. 

lf an advertising solicitor were 
to come around and tell what 
some of the advertisers in this 
classified department say they get 
in returns, he would probably be 
kicked out of any office as an 
irresponsible liar. But Every- 
body’s has what seem to be bona 
fide letters to back up these cases: 

With one $9 ad, in twenty days, 
the Farm Development Co., of 
Chicago, sold $77,000 worth of 
cheap Texas land and made a 
profit of $5,500. The Stevinson 
Colony, of San Francisco, dealing 
in California lands, stated that 
one ad brought eleven times as 
many replies as were received 
from 200 county newspapers, and 
at one-sixth the cost. Over $20,- 
coo worth of Canadian land was 
sold with one ad by the Kent 
Realty and Investment Co., Grand 
Forks, N. D. The department 
seems to be a live one on auto- 
mobiles, too. A $9 ad sold eleven 
machines in three weeks for the 
Times Square Automobile Co., 
New York City, and other houses 
in this line report good workable 
replies from wide territory. The 
Naturo Company, of Salem, N. 
J.. made a comparison with dis- 
play advertising in two leading 
weeklies and found that a small 
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liner in this department pulled 
more replies than e.ther of them 
with two insertions per month. 
Other advertisers report results 
in securing that very scarce ar- 
ticle, a good local agent, and in 
all kinds of deals, trom selling 
dogs to brick-machines, there are 
advertisers who have written in to 
give exact figures of number ot 
replies, number of orders and 
amount of business done on a 
single liner. 


CIRCULATION SCHEME. 

A story of a missing heir and a 
fortune awaiting an owner was _ told 
with a wealth of interesting detail in 
several New York papers last Monday 
morning. 

The alert young men who read pa- 
pers for the city editors all saw a 
litle Herald ad in which John Cox, 
staying at the Waldorf-Astoria, offered 
a reward for the address of Henry 
Pollexfen and for a Spanish gold piece 
lost in Fifth avenue. 

Mr. Cox’s Sunday luncheon was not 
digested when reporters began calling. 
Settling himself in a luxurious arm- 
chair, he spun a yarn of crime and 
mystery. He was an Englishman, he 
explained, and was connected with an 
agency that makes a business of tracing 
lost persons, 

Last November, Mr. Cox totd the 
reporters, Henry  Pollexfen, retired 
steamship captain, was foully done_ to 
death in London, The captain’s for- 
tune was estimated at $700,000 and 
part of it was in coins in an old chest. 
His only heir was his son, believed to 
be somewhere in America. The only 
clue to his whereabouts was a queer 
old coin, which Mr. Cox had un- 
fortunately lost in the street, 

All this and much more the voluble 
Mr. Cox to!d the reporters, and they 
played the story up. 

Tuesday’s Evening Journal contained 
a _half-page ad, in the upper part of 
which were reproductions of the scare 
heads and introductory paragraphs of 
various versions of the Cox-Pollexfen 
tale. Beneath was a grateful acknowl- 
edgment of the service rendered to 
the American by its neighbors in ad- 


vertising ‘“Doubloons,” a novel of 
crime and mystery, soon to begin run- 
ning in the American. The opening 


chapters were outlined by “Cox” to the 
obliging reporters.—Fourth Estate. 
————+>—___ 





Lincoln Freie Presse 
Lincoln, Neb. 
Actual Average 
Circuation” 149,281 
Our biggest circulation is in the States of 
owa, Wisconsin, Minnesota, Nebraska, 


Illinois, etc., in the order named. All sub- 
scriptions paid in advance. Flat rate, 35¢, 
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printed in every issue 
of The Chicago 
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When you think of Des Moines and Iowa 
you should think of 


Che 


Des Moines 
Capital 


The Capital has the largest circulation in the 
city of Des Moines that has ever been at- 
tained by any Des Moines newspaper. The 
city circulation is many thousand greater 
than that of any competitor. 

It is absolutely essential, if you wish to 
procure the greatest market in Des Moines 
and central Iowa, that you use the Capital. 
‘The service that the Capital renders is exclu- 
sive and can be secured in no other way. 
Thousands and thousunds of readers read no 
other Des Moines or Iowa newspaper. 

The circulation regularly exceeds 40,000 
daily. In May it exceeded 50,000 and in June 
it exceeded 60,000, the extra circulation be 
ing due to the heatea political campaign in 
this State, 

The advertising rate is 5cents a line flat- 
EASTERN OFFIGRS : 
CHICAGO, NEW YORK, 

87 Washington St. 166 World Building. 


LAFAYETTE YOUNG, Publisher. 
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AS ONE HUNDRED IS TO 
ONE. 


To those who read in last 
week's issue of PRINTERS’ INK the 
plan outlined for a new book to 
appear November Ist, denominat- 
ed Newspapers Worth Counting, 
and who are aware that adver- 
tisers fix the value of advertising 
space at a specified number ot 
cents or fractions of a cent a line 
for each thousand times a paper 
reproduces the advertisement in a 
single issue, it cannot fail to be 
interesting to consider the state- 
ment, that only one paper in every three 
prints with regularity an edition 
that comes up to a single thou- 
sand. 

Many periodicals devoted to 
special interests charge as much 
as ten cents per line for each 
thousand issues given to an ad- 
vertisement. PRINTERS’ INK 
charges rather more than one 
cent a line for the:same service; 
but there are daily papers that on 
yearly orders will guarantee to 
place announcements in more than 
ten thousand copies for one cent 
a line. It will be perceived that 
the man who consents to pay ten 
cents to one paper for a service 
that another paper will perform for 
one-tenth of a cent must think he 
gets from the first some additional 
quality or thing which the second 
cannot give him, What that quality 
or thing may be is a subject with 
which the advertiser has to deal 
in accordance with his judgment, 
and he often finds it .a difficult 
problem. He. may readily conclude 
that his announcement in a copy 
of the Churchman may be worth 
as much to him as it would be in 
a hundred copies of the War Cry, 
the organ of the Salvation Army, 
or that a single reader of the 
New York Evening Post would 
possess, on an average, a buying 
power equal to that of a hundred 
average readers of the Evening 
Journal. But while he has no 
difficulty about deciding the com- 
parative power to benefit him 
possessed by the conspicuous ex- 
amples of class publications men- 
tioned, he is still at sea when he 
comes to weigh and measure the 
comparative merits of dozens or 


hundreds of other publications, all 
more or less deserving, but con- 
cerning whose merits he has no 
certain method of familiarizing 
himself. This forthcoming vol- 
ume, Newspapers Worth Count- 
ing, which will be sold for a dol- 
lar, will tell all that can be known 
of the editions printed by the 
about eight thousand publications 
that issue regularly more than a 
thousand copies. It gives a syn- 
Opsis, an epitome of the substance 
of sixteen years of gleanings cull- 
ed from publishers’ reports and 
the opinions of competitors and 
others interested in obtaining the 
peculiar sort of knowledge here 
referred to. The book, however, 
will not attempt to designate or 
measure the quality or extent of 
that sort of character or virtue 
that makes a thousand copies of 
one paper worth to an adver- 
tiser as much or more as 
ten or even more than a _ hun- 
dred thousand copies of another. 
With that subject the  forth- 
coming book invites the pub- 
lishers themselves to deal, and as 
their arguments will be bids for 
advertising patronage and possess 
advertising value, they are to be 
treated as advertisements and 
charged for as such, 

The publisher of any newspa- 
per or magazine who knows any 
reason at all why his publication 
is more worthy than the general 
run of its competitors of the at- 
tention and patronage of adver- 
tisers, and who has the ability to 
tell what that reason is, in words 
that will carry conviction of his 
good sense, his honesty and 
truthfulness, and who fails to 
avail himself of the opportunity 
to speak his piece in the form of 
a “Publisher’s Statement” or a 
straight-out advertisement in the 
forthcoming book, is likely to 
miss an opportunity for effective pub- 
licity that will not soon occur again. 

Newspapers Worth Counting 
will be a curious book, an inter- 
esting book, a book that no other 
than its publishers possess the 
material for composition and with 
which no person other than_ its 
editor, Mr. George P. Rowell, is 
so competent to deal, 
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AN OUTDOOR OOR SALESROOM. securing conventions for the Hub. 


many of these come, it will 


“A Beacon _street backyard” is¥be an excellent thing for the 


a term familiar in Boston, and 
means about all that can be im- 
agined in the way of dreariness 
and bareness. Like all such en- 
closures in cities, it has a rear 
fence, a bare expanse of brick 
paving, some clothes lines, an ash 
barrel, a garbage can or two, and 
similar adjuncts of domestic 
economy. 

L. Haberstroh & Son, a firm 
cf Boston decorators dealing in 
garden accessories such as 
benches, sun-dials, balustrades, 
tables, columns, urns, figures, 
gazing-globes, etc., had precisely 
this sort of yard at the rear of 
their salesrooms, 647 Boylston 
street. Last year they conceived 
the idea of turning this waste 
space into a salesroom for such 
things, and after it had been re- 
modelled throwing it open to the 
public. This spring a striking 





change has been wrought in he 
place. Loring Underwood, a 
Boston landscape architect, fur- 
nished a design which brought 
into an enclosure 25x25 feet 
pergola, a small fountain, snug 
nooks with benches, tables, ete., 
as well as a carpeting of grass, 
with ornamental shrubbery. When 
it was complete the firm named it 
the “Garden Studio,” and began 
to advertise for visitors in Boston 
papers. 

Attention was attracted imme- 
diately not only among _ Bosto- 
nians who saw the point and left 
orders or made purchases, but 
from visitors as well. The Gar- 
den Studio is opposite the Boston 
Public Library. right on the 
route of the p‘lgrim. Part of the 
new Mayor’s advertising plan is 


Garden Studio, for during the 
Christian Science and American 
Medical Association conventions 
in early summer this al fresco 
salesroom was visited by parties 
from both camps, and the thera- 
peutic value ot an artistic back- 
yard seemed to be one technicai 
point that both agreed on. Dur- 
ing important conventions the 
tirm usually publishes an invita- 
tion in the newspapers, using the 
Transcript and ecord infre- 
quently, and in nearly every case 
there is a response in visitors, 
with resultant sales, 

Everything exhibited in the gar- 
den is for sale in duplicate, of 
course, and the difference between 
such accessories in an_ indoor 
salesroom, in order, and_ their 
disposition in a striking ensemble 
outdoors, as installed tor actual 
service, is obvious enough. Not 
only are accessories sold, but 
since the Garden Studio was 
opened the firm has received 
commiss.ons to remodel many 
rear yards according to original 
designs by Mr. Underwood. To 
take care of out-of-town  in- 
quiries from the advertising and 
give visitors something tangible 
as a souvenir, a booklet called “A 
Brochure on City Yard Gardens” 
has been published, showing 
views of the Garden Studio itself, 
and other yards the firm has re- 
modelled. 

The outdoor salesroom idea is 
one that could probably be ap- 
plied to other lines of business. 
Not every line is suited to it, of 
course—it would not do to take a 
stock of confectionery or mil- 
linery out and expose them to the 
elements. Not every business 
house is so situated thut outdoor 
space is available. But in every 
city there are certain businesses 
housed in old residences with 
yards, and where the merchandise 
and the location go together, the 
attractions of an outdoor sales- 
room are certain. 


—- +o 
THE prejudiced advertiser stands in 


‘his own light and often lets his shadow 


cover his opportunities. enn Froth. 
ingham. 
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AS ONE HUNDRED IS TO 
ONE. 


To those who read in last 
week's issue of Printers’ INK the 
plan outlined for a new book to 
appear November Ist, denominat- 
ed Newspapers Worth Counting, 
and who are aware that adver- 
tisers fix the value of advertising 
space at a specified number ot 
cents or fractions of a cent a line 
for each thousand times a paper 
reproduces the advertisement in a 
single issue, it cannot fail to be 
interesting to consider the state- 
ment, that only one paper in every three 
prints with regularity an edition 
that comes up to a single thou- 
sand. 

Many periodicals devoted to 
special interests charge as much 
as ten cents per line for each 
thousand issues given to an ad- 
vertisement. PRINTERS’ INK 
charges rather more than one 
cent a line for the:same service; 
but there are daily papers that on 
yearly orders will guarantee to 
place announcements in more than 
ten thousand copies for one cent 
a line. It will be perceived that 
the man who consents to pay ten 
cents to one paper for a service 
that another paper will perform for 
one-tenth of a cent must think he 
gets from the first some additional 
quality or thing which the second 
cannot give him, What that quality 
or thing may be is a subject with 
which the advertiser has to deal 
in accordance with his judgment, 
and he often finds it .a difficult 
problem. He may readily conclude 
that his announcement in a copy 
of the Churchman may be worth 
as much to him as it would be in 
a hundred copies of the War Cry, 
the organ of the Salvation Army, 
or that a single reader of the 
New York Evening Post would 
possess, on an average, a buying 
power equal to that of a hundred 
average readers of the Evening 
Journal. But while he has no 
difficulty about deciding the com- 
parative power to benefit him 
possessed by the conspicuous ex- 
amples of class publications men- 
tioned, he is still at sea when he 
comes to weigh and measure the 
comparative merits of dozens or 








hundreds of other publications, all 
more or less deserving, but con- 
cerning whose merits he has no 
certain method of familiarizing 
himself. This forthcoming vol- 
ume, Newspapers Worth Count- 
ing, which will be sold for a dol- 
lar, will tell all that can be known 
of the editions printed by the 
about eight thousand publications 
that issue regularly more than a 
thousand copies. It gives a syn- 
opsis, an epitome of the substance 
of sixteen years of gleanings cull- 
ed from publishers’ reports and 
the opinions of competitors and 
others interested in obtaining the 
peculiar sort of knowledge here 
referred to. The book, however, 
will not attempt to designate or 
measure the quality or extent of 
that sort of character or virtue 
that makes a thousand copies of 
one paper worth to an adver- 
tiser as much or more as 
ten or even more than a_ hun- 
dred thousand copies of another. 
With that subject the forth- 
coming book invites the pub- 
lishers themselves to deal, and as 
their arguments will be bids for 
advertising patronage and possess 
advertising value, they are to be 
treated as advertisements and 
charged for as such, 

The publisher of any newspa- 
per or magazine who knows any 
reason at all why his publication 
is more worthy than the general 
run of its competitors of the at- 
tention and patronage of adver- 
tisers, and who has the ability to 
tell what that reason is, in words 
that will carry conviction of his 
good sense, his honesty and 
truthfulness, and who fails to 
avail himself of the opportunity 
to speak his piece in the form of 
a “Publisher’s Statement” or a 
straight-out advertisement in the 
forthcoming book, is likely to 
miss an opportunity for effective pub- 
licity that will not soon occur again. 

Newspapers Worth Counting 
will be a curious book, an inter- 
esting book, a book that no other 
than its publishers possess the 
material for composition and with 
which no person other than_ its 
editor, Mr. George P. Rowell, is 
so competent to deal, 
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“A Beacon street backyard” is¥pe an excellent thing for the 


a term familiar in Boston, and 
means about all that can be im- 
agined in the way of dreariness 
and bareness. Like all such en- 
closures in cities, it has a rear 
fence, a bare expanse of brick 
paving, some clothes lines, an ash 
barrel, a garbage can or two, and 
similar adjuncts of domestic 
economy. 

L. Haberstroh & Son, a firm 
cf Boston decorators dealing in 
garden accessories such as 
benches, sun-dials, balustrades, 
tables, columns, urns, figures, 
gazing-globes, etc., had precisely 
this sort of yard at the rear of 
their salesrooms, 647 Boylston 
street. Last year they conceived 
the idea of turning this waste 
space into a salesroom for such 
things, and after it had been re- 
modelled throwing it open to the 
public. This spring a_ striking 





change has been wrought in the 
place. Loring Underwood, a 
Boston landscape architect, fur- 
nished a design which brought 
into an enclosure 25x25 feet a 
pergola, a small fountain, snug 
nooks with benches, tables, ete., 
as well as a carpeting of grass, 
with ornamental shrubbery. When 
it was complete the firm named it 
the “Garden Studio,” and began 
to advertise for visitors in Boston 
papers. 

Attention was attracted imme- 
diately not only among Bosto- 
nians who saw the point and left 
orders or made purchases, but 
from visitors as well. The Gar- 
den Studio is opposite the Boston 
Public Library. right on the 
route of the p‘lgrim. Part of the 
new Mayor’s advertising plan is 


Garden Studio, for during the 
Christian Science and American 
Medical Association conventions 
in early summer this al fresco 
salesroom was visited by parties 
from both camps, and the thera- 
peutic value ot an artistic back- 
yard seemed to be one technicai 
point that both agreed on. Dur- 
ing important conventions the 
firm usually publishes an invita- 
tion in the newspapers, using the 
Transcript and S&ecord infre- 
quently, and in nearly every case 
there is a response in visitors, 
with resultant sales. 

Everything exhibited in the gar- 
den is for sale in duplicate, of 
course, and the difference between 
such accessories in an _ indoor 
salesroom, in order, and their 
disposition in a striking ensemble 
outdoors, as installed for actual 
service, is obvious enough. Not 
only are accessories sold, but 
since the Garden Studio was 
opened the firm has received 
commiss.ons to remodel many 
rear yards according to original 
designs by Mr. Underwood. To 
take care of out-of-town  in- 
quiries from the advertising and 
give visitors something tangible 
as a souvenir, a booklet called “A 
Brochure on City Yard Gardens” 
has been published, showing 
views of the Garden Studio itself, 
and other yards the firm has re- 
modelled. 

The outdoor salesroom idea is 
one that could probably be ap- 
plied to other lines of business. 
Not every line is suited to it, of 
course—it would not do to take a 
stock of confectionery or mil- 
linery out and expose them to the 
elements. Not every business 
house is so situated thut outdoor 
space is available. But in every 
city there are certain businesses 
housed in old residences with 
yards, and where the merchandise 
and the location go together, the 
attractions of an outdoor sales- 
room are certain. 
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THE prejudiced advertiser stands in 
‘his own light and often lets his shadow 
cover his opportunities.—Robert Froth. 
ingham. 
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LIVE LAUNDRY ADVER- 
TISING., 

THE CAMBRIDGE LAUNDRY ALWAYS 
HAS SOMETHING TO TALK ABOUT, 
AND TAKES HALF-PAGES IN BOS- 
TON DAILIES TO DO IT—SOME OF 
THE ISSUES ON WHICH CAM- 
PAIGNS HAVE BEEN MADE—‘WET 
WASH” THE LATEST S‘UNT. 


About a dozen years ago a 
young man named M. M. Jonnson 
came into possession of an ordin- 
ary looking laundry doing a fair 
business at Cambridge, Mass. 
Aiter looking around and taking 
stock he set out to get more busi- 
ness for this plant and to build it 
up mechanically. Advertising had 
interested him from the time 
when as a boy he admired the old 
jingles that were once used to ad- 
vertise Plymouth Rock $3 Pants 
—a pioneer line of advertising 
fresh in the memories of those 
who were boys twenty years ago. 
He had never seen any laundry 
advertising, but whought that 
jingles might serve to interest 
people in sending their family 
washing to a progressive estab- 
lishment. To give his place dis- 
tinction, however, it seemed as 
though something peculiar to the 
Cambridge Laundry ought to be 
featured. After some investiga- 
tion and estimating, this requisite 
feature proved to be a pasteboard 
box in which to deliver clean 
linen. Until that time laundry- 
men in his neighborhood had sent 
home work wrapped in a bundle. 

When his first lot of paper 
boxes arrived Mr. Johnson took 
spaces in Boston and Cambridge 
street cars and filled them with 
jingles. The verses may have 
been crude, but they attracted at- 
tention, and within a short period 
results began to be apparent in 
the increase of family work 
brought in from routes by drivers, 
Realiz'ng that there was an ad- 
vantage in pushing this new issue, 
the paper box, while it was novel, 
he then took half-pages in Boston 
Sunday papers, printing the large 
ads several Sundays in succession 
and then following up with small- 
er ones. Not many weeks of this 
sort of thing went on before the 











Cambridge Laundry had about all 
the business it could take care ot, 
and advertising had to cease until 
additions could be made to the 
plant and wagon service. 

this advertis.ng also raised a 
swarm of competitors. Soon 
every laundryman in that neigh- 
borhood was either estimating on 
pasteboard boxes or _ searching 
tor some way to kill the new 
feature. ‘lhe latter was easier 
than the former. Under the first 
system adopted by Mr. Johnson 
his boxes were used over and 
over again until worn out or 
soiled. “Aha! germs!” croaked 
the opposition; “you don’t want 
your linen to come home in a 
box that everyone else has used, 
do you? Think of the chances 
tor conveying contagious d.s- 
eases,” 

What seemed a setback, how- 
ever, was soon turned into an- 
other advertising feature. The 
proprietor of the Cambridge 
Laundry made some closer esti- 
mates and then took more news- 
paper half-pages to announce that 
each time you sent your tamily 
wash to his plant it came home in 
a brand new box, and that all 
boxes sent back to the laundry 
with soiled 1nen would be de- 
stroyed. About this period the 
Poston newspapers began to run 
cclored supplements, and the new 
printing facilities were pressed 
into service to show a fac-simil> 
of the box in colors. The plant 
had been enlarged, but again the 
campaign was stopped after a few 
weeks for lack of fac'lities to 
take care of increased business. 

From that time until now this 
laundry has been steadily adver- 
tised. To-day it has an admirable 
modern equipment, while the de- 
livery service covers Boston and 
its suburbs with twenty wagons 
and two large automobiles. Mr. 
Johnson is not a constant adver- 
tiser, but has always had the feel- 
ing since his first essay into news- 
papers that nothing short of a 
half-page is likely to give him the 
wide publicity he seeks when he 
wants more business. Sunday is 
his chosen day. and usnally two 
papers are used—the Globe and 
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Herald. He also lkes to feel 
tnat ue has something new to 
otter in his advertising. One 
campaign was maue on his trade- 
mark, which is painted on every 
wagon, a device in which the 
purases “Famous fiexibie nnisn, 
collars cannot crack,” are worked 
up in novel form. Another cam- 
paign was centered on his guar- 
antee of the satety and longevity 
of linen sent regularly to tne 
Cambridge Laundry. Any shirt 
laundered by him exclusively and 
not in wearabie condition at tne 
end of a year is replaced instantly 
and cheertully by one of equal 
value. ‘his guarantee appears in 
all advertising. 

While the newspaper publicity 
is intermittent, a constant stream 
of literature is being sent to mail. 
ing lists throughout the year. 
‘Lhis matter takes the torm or 
novelty folders ot the stock kind, 
lithographed by the Livermore & 
Knight Co., Providence, R. I. 
Holidays are usualy selected as 
the best seasons for mailing some- 
thing distinctive. These folders 
have space ins.de for ample print- 
ed talks. The conversational tone 
permeates all Mr. Johnson’s ad- 
vertising, a short chat about laun- 
dry work being considered by him 
the most effective form of copy. 
One piece of literature that drew 
requests for addtional copies 
was a cut-out figure of a cat, 
lithographed on pasteboard, with 
an inscription on its  coliar— 
“T am the Cambridge Laundry 
cat, and JI haven't seen the 
canary all day.” To the ani- 
mal’s whiskers were fastened two 
or three yellow feathers. This 
novelty would be instantly con- 
demned by an ad critic as hav‘ng 
no bearing on laundry work, but 
it unquestionably created interest, 
and interest eventually turns into 
orders. No way has ever been 
devised of tracing direct returns 
from literature, street cars or 
newspapers, but Mr. Johnson says 
general results enable him to tell 
very definitely when publicity is 
paying. Orders increase after ad- 
vertising, coming in by mail, 
over the telephone and in the 
wagons. 
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Family washing is the target 
that laundry advertising must be 
aimed at. Solicitors can get hotel, 
barber-shop and branch trade, 
which consists largely of the 
bache.or’s bundle. Family work 
is regular through the year, once 
a customer establishes relations 
w.th tne delivery service. Lhe 
average family bundle contains 
about forty cents’ worth of work, 
and about one-third the cost ot 
handling it from collection to de- 
livery is that of the wagon ser- 
vice cover.ng residence districts. 
To build up wagon routes that 
are weak, mail literature sent to 
names taken from the telephone 
directory, the blue book, apart- 
ment house mail-boxes, etc., is 
direct and productive, provided 
each thing sent out tells a good 
story and points to advantages of 
work and service. Weak routes 
can also be built up by soliciting 
in connection w:th mail advertis- 
ing. Branch and hotel trade in- 
volves large quantities of work, 
so that a solicitor can visit such 
prospects repeatedly, Some resi- 
dential routes, though, can only 
be covered once by solicitors. In 
such promotion it is advisable to 
send a bit of literature in ad- 
vance, then have the solicitor call, 
and after that follow up with a 
second piece of mail matter an- 
nouncing that in a few days the 
wagon will call for a trial bundle. 
Where such a succession of argu- 
ments is brought to bear on a list 
of good names the new business 
created builds up the route to 
maximum facilities for taking 
care of work. 

A recent novelty in the Cam- 
bridge Laundry is one that pro- 
mises to be of interest to laundry- 
men in every section of this coun- 
try. It is known as the “wet 
wash.” Some years ago a lJaun- 
dryman in Lynn, Mass., started 
it, according to report, and from 
there the idea has spread rapidly 
around Boston. A hardwood box, 
hearing a number, is left with 
families desiring this service. 
This box holds a good-sized fam- 
ily washing, and is called for once 
a week or oftener, taken to the 
laundry and its contents washed 








14 


in a machine with compartments, 
so that each family’s washing is 
done separately. After wash.ng 
the clothes are put through an 
“extractor” which whirls out most 
of the water by centrifugal force, 
and sent home to the customer 
the same day, just about damp 
enough for ironing. The charge 
for a box of this ‘“‘wet wash” is 
enly fifty cents, and all the plain 
clothing, bedding, etc., that can 
be crowded into the box is wash- 
ed for this amount, the customer 
doing the ironing. Collars, shirts 
and fine articles are done at regu- 
lar prices. Compartments in the 
washing machine make it un- 
necessary to mark clothes, and 
there are other labor-saving de- 
vices that bring ‘wet wash’ into 
direct competition with the wash- 
woman, who has thus far served 
families who could not afford to 
send a weekly batch of laundry 
costing several dollars under 
old methods. As little machinery 
is needed to start a “wet wash” 
plant, this new service has attract- 
ed men with moderate capital. In 
the Cambridge Laundry a large 
addition to the plant recently 
built has been given up to a sep- 
arate “wet wash” department, and 
this is advertised separately inthe 
Cambridge papers only, as well as 
by circulars. Owing to the low 
price at which the work is done, 
delivery cannot be made at long 
distance. But where a_ purely 
local trade is built up around a 
plant, “wet wash” is profitable and 
a class of work that comes 
steadily. 
ae 
INAUGURATION OF AN EX. 
TENSIVE AD CAMPAIGN. 


The National Cigar Stands Co., 
whose advertisements are now 
making their appearance in the 
leading daily newspapers through- 
out the United States, was or- 
ganized but a few months ago, 
with Louis K. Liggett, of Bos- 
ton, as president, and founded for 
the purpose of selling cigars and 
tobacco products directly to the 
consumer without the interven- 
tion of the jobber or middleman. 
Its first problem has been to in- 
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terest and secure the co-operation 
of the druggists of the country 
in their plan, 

Mr. Liggett, who is also presi- 
dent of the United Drug Co., the 
Original co-operative proprietary 
reniedy corporation of this coun- 
try, has been able, through his 
wide acquaintance with the trade, 
to secure thus far contracts with 
over 2,000 druggists to handle the 
goods of the company and_ to 
carry on the retail cigar business 
under a well-perfected plan. 

The plan contemplates the de- 
velopment and practical control 
of the cigar business by one drug- 
g-st in each town and in the vari- 
ous definite districts of all the 
larger cities. It is a well-known 
fact that the cigar stands as at 
present conducted in a majority 
of the drug stores do not meas- 
ure up to the full level of their 
possibilities, It often happens that 
a druggist will put in a new line 
of cigars and then through vari- 
ous causes will allow the supply 
to become exhausted or the selec- 
tion to become indifferent in qual- 
ity, and thus drive away what 
little trade has been built up. 

As a majority of the stock- 
holders of the National Cigar 
Stands Co. are druggists and as 
the arrangement made with those 
who handle the company’s prod- 
uct is co-operative in character, 
it follows that those druggists be- 
come in fact manufacturers who 
retail their own cigars. Under 
this plan the druggist secures his 
stock at only a slight advance 
over the cost of manufacture and 
can therefore retail them to the 
consumer at lower prices than 
were possible under the old meth- 
ods of buying from jobbers or 
wholesalers. 

The National Cigar Stands Co, 
furnishes each one of its co- 
cperative dealers with a very fine 
cigar stand made of gun metal, 
plate glass and marble, together 
with two illuminated signs dis- 
playing the National Cigar 
Stand’s trademark, one to be 
suspended above the stand and 
the other in the window. The 
company has experienced consid- 
erable difficulty in getting these 


























stands made fast enough to equip 
the drug stores that nave joined 
the combination, 

The object of the advertising 
which is now appearing througn- 
out the country 1s to cail attennon 
to National Cigar methods and 
to impress upon the public the 
fact that the best cigars manufac- 
tured, and especially those that 
are liberally advertised, can be 
found at the stands of the com- 
pany at reasonable prices. 

The announcements emphasize 
the fact that not only does the 
National Cigar Stands Co. make 
the very best cigars, but presents 
them to the customers in prime 
condition, every stand being 
equipped with a humidor for that 
purpose. Moreover, patrons can 
tell from the hydrometer .which 
is in plain sight whether or not 
the stock is just right before the 
clerk takes the box containing his 
favorite brand of cigars from the 
case. 

‘Lhe artistic work on the Na- 
tional Cigar advertising is force- 
ful and original in character. In 
every advertisement is conspicu- 
ously displayed the trademark or 
the company, in order that the 
public may be made familiar w.th 
its appearance. Some novel effects 
in black, white and gray are em- 
ployed in the illustration, The 
advertisements have such a pro- 
nounced individuality that t 
would be impossible for anyone 
to overlook them in glancing over 
the columns of a newspaper. 

The space used varies in size 
from one-quarter to a full page. 
These advertisements appear twice 
each week in the list of papers 
carrying the contract. It is ex- 
pected that this list will contain 
the names of goo papers by the 
time the work of placing the con- 
tracts for the business is com- 
pleted. 

All of this advertising, which 
is placed by the Ben. B. Hamp- 
ton Co., is being done at the ex- 
pense of the National Cigar 
Stands Co., the local dealer in 
each instance receiving the full 
benefit without expense to him- 
self. 

_ The name of the druggists in 
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each place in whose stores the 
stands have been established ap- 
pear in the advertisements. 

It is expected that as a result 
of this unusual and extensive ad- 
vertising campaign the National 
Cigar Stands will become firmly 
established in popularity, and the 
druggists will discover that in 
them they have a very large 
source of revenue, 

Frank L, BLANCHARD, 
LES eae 
VOLUME OF THE MAIL-ORDER 

In the past eighteen years there has 
grown up in this country what is 
known as the mail-order business. ‘Vhis 
consists of great general and special- 
ized merchandizing houses located in 
the great cities, deal.ng with hundreds 
of thousands of people in the rural 
districts, through the mails. A man 
located forty mites from a_ ra:lroad 
station can now order a_ tombstone 
from Montgomery Ward & Co., or 
Sears, Roebuck & Co., or even, as was 
recently ordered from the latter house, 
twenty elephant trucks for India. So 
great has this business become, that 
these two houses atone did over Sev- 
enty millions of business by mail last 
year, and the total! volume of this 
business in this country alone in 1903 
exceeded one bill'on of dollars.—From 
a Pamphlet by the Lewis Publishing 
Company of St. Louts. 
er 

THE street-car men have made much 
of John Wanamaker’s daily cards in 
New York cars. But now the daily 
newspaper camp has its revenge. Not 
long ago the card read: “To-day thirty 
special under-price offers. Every item 
extraordinary value. See the news- 
papers without fail.” 

ae 


NEWSPAPER HEADINGS _ ILLUS- 
TRATED. 











“THE NORTH AMERICAN.” 
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(A Roll of Honor ) 


(FOURTH YEAR.) 


No amount of money cau buy a place in this list fora paper vot having the 
requisite qualificanion. 








Advertisements under this caption are accepted from publisners who, accord- 
ing to the 1906 issue of Kowell’s american Newsvaper Directory. have submittea for 
that edition of tne Directory a detailea circulation statement. duly signed and datea, 
also from publishers wno for some reason failed to obtain a figure rating im the 1%6 
Directory, but have since supplied a detailed circulation statement as described above, 
covering a period of tweive montns prior to the date of making the statement, sucn state- 








ment being available for use in the 197 issue of the American Newspaper Directors. 


ctr- 


culation figures in the ROLL oF Honor of the last named cnaracter are marked WItN an (>). 





These are generally regarded the publishers who believe that an aavertiser has a right 


to know wnat ne pays his nara casn for. 


The full meaning of the Star Guarantee is set forth in Rowell’s American 
Newspaper Directory in the catalogue description of each publication possessing 


it. 


No publisher who has any doubt that the absolute accuracy of his circulation 


statement would stand out bright and clear after the most searching investigation 
would ever for a moment consider the thought of securing and using the Guarantee Star 


ALABAMA. 
Birmingham. Ledger. dy. Average for 1905, 
22,069. Best advertising med:um in Alabama. 


ARIZONA. 


Phoenix. Kepublican. Daily aver. 1905.6. 
Leoucrd & Lewis, N. Y. Reps., Tribune Bldy. 


ARKANSAS. 


Fort Smith. Times. dy. Act. av. 1905, 8,581, 
Actual aver, for Oct., Nov. aud Dec., 1905,3.968. 


CALIFORNIA. 





Mountain View. Signs of the ; Sane. Actual 
weekly average for 1905, 22.580. 

A Oakland. Herald. Arerage 

May, 1906,19.552. Av. June, 196, 

GVA 22,010. Largest cir, in Oakland. 

AN Ouly Pacistic Coast daily circula- 

TEEO tion guaranteed by Rovwell’s 


Americun Newspaper Directory. 
San Franclaco. SS. semi-mo.; 
Episcopalian. Cir. 1905, 1.427; Muy, (906, 1,700, 


San Francisco. Sunset Magazine, monthly, 
literary; two hundred and eight pages. 5x 
heel ead 1904, 48.916: year ending Nov., 05, 
69.416. L.L. MeCormick, 120 Jackson Boure- 
vard, Feieuee Illinois, Eastern representative, 
William A. Wilson, 44 East 23d St., New York 
City, New York representative. Home Offices, 
431 California Street. 


COLORADO. 

Denver. Clay’s Keview, weekly; Perry A. Clay, 
Actual aver. for 1904, 10,926, jor 1905, 11,6388. 
Post Printing and Pub- 
lisning Co. Aver. for 1905, 44.820; Sy. 60.104, 
Average for June, 16, dy. 52.020; Sy. 71.648. 
@- The absolute correctness of the latest 
circulation rating accoraed 
the Denver Post is guaran- 
teed by the publishers of 
Roweli’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person who success- 
fully controverts its accuracy. 


CONNECTICUT. 


Ansonia, Sentinel, dy. Aver. Sor: 1905, 5.022. 
E. Katz, Speciat Agent, N. § 
anes Evening “Post. Sworn daily ar. 
11,025. £. Katz, Special agent, Se 


yoni Telegram- Union. Sworn daily 
av, 195,110,171. Wantuds one ceni a word. 





Denver, Post, daily. 


GUAR 
TEED 








Meriden, geucual, evening. Actual average 
Sor 1905, 7,387 


Meriden, Morning peo a Repuvtiican, 
Daily average for 195. 3.5 

New Haven, Evening Register. or. Actual 
av, for 1905, 13,711: Sunday, Li,8ii, 


New Maven. Paltadium, dy. roadie a 7.857; 
1905, 8,636. EH. Katz, iz, Special Agent. N. 


New Haven. Union. A Average 1905, = 209, 
ist 3 mos, 1906. 16,486. E. Katz, Spec. Agt., N. Y. 


New London. “i ev’g. Aver. 1905, 6.109; 
{st 5 mos. 1906, 6.012, E. Katz., Sp. Agent, 'N. Y. 


Norwalk. Evening oe Daily average year 
endiny Dec., 1905,2.130. Aprileire., as certified 
by Ass’n Am, Adv’rs.all returns deducted, 2,369. 


Norwich, 


Bulletin, morning. Arerage for 
1904, 2.500; 


195, 5,920; now, 6,588, 
Waterbury. Republican: dv. Arer. for 1905, 
&.648. La Coste & Marwell spec. Agents, N. Y. 


DISTRICT OF COLUMBIA. 


Washington, Evening Star, | daily and Sun- 
day. Daily average for 195. 85.550 (©©). 


FLORIDA, 


Jacksonville. Metropolis, dy. Av. (905, 8,920 
ist 4 mos, 1906, 9,407. E. Katz, Sp. Agent. N. Y. 


GEORGIA. 


Athos. Journal, dy. Av. 1905,46.088. Sun- 
day 47.998. Semi- ~weeicly 56.781; May. 196, 
daily, 52.517; Sun., O3.977; semi-wy., 74.281. 


Atlanta. Nows Daily rye eg ey 1906, 
24,668. S.C. Beciwith. Sp. ag., N. Y. & Chi. 


Atlanta, The rower Ruralist. Sworn aver. 
Jirst six mos. 196, 62.96 6 conies monthly ip 
ning Sent. ist, 70, 000 guaranteed, semi-monthly. 


Auguata, a. Oiily morning paper. 


1905 average. 6,04 


ILLINOIS. 


Aurorn. Daily Beacon. Daily etic Sor 
1905, 4,580; jirsl six months of 1906, 6,245. 


Cairo. Citizen. Daily average first six 
months 1906, 1,529. 

Champaign. News. First Jour months 1906, 
daily, 3.076; weekly. 8.4 

Chieage. Bakers’ Fier, monthly ($2.00), 
Baizers’ Helper Co. Average for 195,4,.100(Q@). 

Chicago, Breeders’ Gazette. weekly; $2.00. 
Averaue circulation 19 1905. to Dec. sist, 66,605. 

Chieago, Dental Treview, monthly. Actual 
average for 1905, 3,708, 


























Chicago, Examiner. Arerage for 1905. 144,« 
800 copies duilu; %% of circulation in city; 
larger city circulation than any two other Chi- 
cago morning papers combined. Examined by 
issociation of Americun Advertisers. Simtth & 
Tivmpsou, Representatives. _ 


Chicago, Farm Loans and. City Bonds. 
ing investment paper of the United States. 

Chicago. Farmers Voice and National gga 
actual acer,, 195, 30.700, Jun, 1906, 42, 





Lead- 


Chieago, Inland Printer. Actual average cir- 
culation Jor 195, 15.866 (@ ©). 


Chicago, Orange Judd Farmer. Only agricul- 
tural weekly covering the prosperous Western 
States. Circulation is never less than 90.000, 
The count made Uct. 20, 1905, showed 85,120 
paid subscribers. heaches nearly 90% of the post- 
offices in Nebraska; 80% of the postoffices in 
Illinois. Michigan, Wisconsin, Iowa and Minn- 
esota; half the poxtoffices in indiana and Kansas 
and two thirds of those in the Dakotas. All ad- 
vertisements guaranteed. 

Chicago, Record-Heraid. 
145.761. Sunday 199.400. 
116.456, Sunday 204.559. 
&@The absolute correctness of the latest 
circulation rating accorded 
the Chicago Record-Herald 
is guaranteed by the pub- 
lishers of Rowell’s American 
Newspaper Directory, who 
will pay one hundred dollars 
to the first person wno successfully con- 
troverts its accuracy. 

Chieago. System. monthly. The System Co.. 
pup. astern office 1 Madison Ave., N.Y. Aver- 
age for year ending, March, 1906, 50,506. Cur- 
rent average in excess of 60.000, 

Chicago. The Tribune has the largest two-cent 
circulation in the world, and the largest circula- 
tion of any morning newspaper in Chicago. The 
TRIBUNE the only Chicago newspaper receiv- 
ing OO 

peso ‘Herald evening and pune ys morning. 
Average for year ending July 17, 1906, 6.266. 

Peoria, Star, evenings and Sunday morning. 
Actual average for 195, d’'y 21,042. S’y 9,674. 


IN orgy 


Evanaville. Journal-News, Sor 1905, i+ 
040, SunJays over 15.000. oe Katz, S. A. 


Indianapolis, Up-to-Date Farming. 1905 av., 
156,250 semi-monthly; 75c. a line. Write us 

Notre Dame. The Ave Maria, Catholic weekly. 
Actual net average for 1W5, 24.590 

Princeton, Clarion-News, daily sal eekly. 
Daily average 195, 1,447; weekly, 2,397. 

Richmond, The Evening Item, daily. Sworn 
average net paid circulation for 1905, 4,074; six 
mouths ending June 30, 196, 4.262; for June, 
1905, 4,449. Over 3.200 out of 4,800’ itickmond 
homes are regular subscribers to the Evening 


Item. 
South Bend. Tribune. Sworn daily average, 


1905, 7.205. Sworn aver. for May, 1906, 7,548. 


IOWA. 
Davenport. Catholic , Messenger, 
Actual average for 195, >.31 pit. 
}bavenport. Times. s. Daily ¢ arer. June 12.021, 
Circulation in City or total guaranteed greater 
tnan uny other pauper or no pay Sor space. 


Des Moines. Capital. aaily. Lafayette xoung, 
pubiisher. Actual average sold 195, 59.1 
Present circulation over 40.000. City and State 
circulation largest n Iowa. More local advertis- 
ing in 1905 in 342 issues than any competitor in 
365 issues. The rate jive cents a line. 

Des Moines, Register and Leader—daily and 

unday—carries more “Want” and local display 
advertising than any other Des Moines or Iowa 
paper. Average circulation for May, dy. 29, 434. 

Murentine, Journal. Daily av. 1905, 5,882. 
Seni-weeklv $,093. 

Sioux City. Journal, dail 
sworn, 24.96 Average 
196, 29,045. 





Average 1904, daily 
Average 1905, daily 


Guan 
ree 


weekly. 











Average for 1905, 
or jirst six ‘months, 


PRINTERS’ INK. 














17 


Sioux City. Tripdune. Evening. Net sworn 
daily, average 1905, 24.287: May. 1906, 26.409. 
The pauper of largest paid circulation. Ninety 
per cent of Sivux City’s reading public reads 








the Trioune. Only Lowa paper that han the 
Guarunteed Star, 
KANSAS. 
Hutchinson, News. Daily 1905, 8.485. EB. 
Katz, Special Ageut, N. Y. 
Lawrence, World, evening and weekly. Copies 
printed, 1W5, daily, 8.39 %3 weekly, 3.180. 





Pittsburg, Headlight iy. and wy. Actual 
80, weekly 3.278. 


average for /905, duily 5, 
Wichita. Star, Agel Averaye for year end- 
ing January, 196, 2.3 
KENTUCKY. 
Lexington, Leeder. A: 
6.163; May, dy. 5.865. Sun. 6.968. E. Katz, S.A. 
Marion, Crittenden Kecord, weekly. Actual 
average for year ending | October, 1905, 1,832. 











evy. 4.694. Sun. 





Owensboro. Inquire oT. Daily average, 1996, 
April, 2.417; May, 2,622; June 2.280" Payne 
& Young. 






Owensboro, Da ily 


senger. Sworn average 
circulation for 1905, 2 3. 


i; June, 106,838.41 


LOUISIANA, 


ee Sr canes item. official aournel of the 
ity. ctr. Jan., 196, 24.6 i for Feb., 196, 
25.419 woe March, 1906, ‘26. O69; Jor Api il, 19 
36.090. Av. cir. Jan, 1 to June 30, 1906, 25,196. 


MAINE. 


Augusta. Comrfort,mo. W. A aria pub. 
Actual averaye Jor 195, 1.269.578 

Augusta, Kennebec Journal, an and wy. 
Average daily, 1905. 6.986, weekly, 2.090. 

Pica Commerci af 

9.458. weercly 29,117 








Average Jor 1905, daily 
Dover. Piscataquis Uvserver. 
average 1905, 2.01 


Lewiston. Erentaa Journal, daily. 
1905. 2.998 (OO). weekly 17.445 OO). 


Phillips, MaineWooas ana Woodsman. taal 
J. W. Brackett Co. Arerage for 195, 8.07 


Portland, Evening Express, Average for 1905, 
daily 12.005. Sunday Telegram, 8,423, 
MARYLAND. 


Annapolis. U.S. Naval Institute, ore 
of;q; | ORICA DIANE ur. end’g Sept.1905,1,657 


Actual weerly 


Aver. for 


Baltimore. Ameri pan, dy. Av.12mo. toJan. 3s, 
06,64.187. Sun., 09.942. No return priv tleye. 


Evening By Pub- 
523. For 


Baltimore. News, daily. 
lishing Company. Average 1905, 60.6 
July, 1906. JO.318, 

The absolute correctness of the 
latest circulation rating accorded 


EB OUAR he NEWS is quaranteed oy the 
udlishers of Rowell's American 
EEO Yewspaver Directory. who will 


pay one hundred dollars to the 
jirst person who successfully con- 
troverts its eccuracs. 


MASSACHUSETTS. 


Boston. Christian Endeavor World. A leading 
religious weekly. actual average 1905, 99, 491, 
Boston. Globe. Average 1905. daily, 192.584, 
Sunday, 299.648. “Largest Circulation Daily 
of any two a paper tn the United States. 
400,000 more circulation than any other Sunday 
paper in New England.” sdvertisements go in 

morning and afternoon editious for one price, 
t@™ The absolute correctness of the latest 
circulation rating accorded 
the Boston Globe is guaran- 


chat —a teed by the publishers of 
; Rowell’s American News- 
343 =o paper Directory, who will 


pay one hundred dollars to 
the first person who successfully cone 
troverts its accuracy. 
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Boston. Evening Transcript (O@). Boston’s 
tea tuole puper. Largest amount of week day adv. 


Boston, Post. Average for May, 1906, Boston 
Daily Post. 285.688; Boston sunday Post, 
234.380. Daily gain over May, 125, T8793 
Sunday gatn over May, 195. 44.69%. Flat 
rates, r. 0. pp. daily, 20 cents; Sundau, 18 cents. 
a Great Breakfast Table Paper of New Eng- 
an 


Lynn, Evening News. Actual average for 1905, 
S05. 


Springfield, Farmand Home. National Agri- 
cuitural semi-monthy. Total paid circulation, 
896.482. Distributed at 58.226 postoffices. 
Eastern and Western editions. All advertise- 
ments guaranteed. 


Springfeid. Good Housekeeping,mo .Aver- 
aye 195, 206.088. No issue less than 200,000, 
all advertisements guaranteed. 





Springfieid. New England Homestead. Onl 
important agricultural weekly in New mugiand. 
Paia circulation, 40,000, Reaches every post- 
office in Mass. R. 1. and Conn. , and allin Ver 
mout, New Hampshire and Maine. except afew in 
the wooas. All advertisements guaranteed. 


Woreester. (’Opinion a daity(© ©). 
Patd average Jor 1905, 4.25 


MICHIGAN. 


ye TT Telegram Dy. av. last three months, 
171. Payne & Youngs. Specials. 





Grand Rapids. Evening Press dy. <Arerage 
1905, 46.456. Corers Western Michigan. 

dJackaon, Morning Patriot. Arerage June, 1906, 
6,511; Sunduy, 6,992; weekly (April). 2.818 


Saginaw. Courier-Herald. daily. jae 

Average 1905.12,.894: June. 1906, 14,471 
Saginaw. Evening News. ger. 

9905, 16,710; June, 1906, 20.207 


MINNESOTA. 


Minneapoilis, farmers’ Tribune. twice a-week. 
W.J. Murphy, pub. Aver. for 1905, 46.428. 
Minneupoiis. Farm, Stock and Home, semi- 
monthly. Actual average 1905. ST,187; Jirst 
six months 1906, 100,050. 
e absolute accuracy of Farm, 
Stock & Home's circulation rating 
is guaranteed by the American 


Average for 


AA we Newspaper Directory. Circulation ts 
AN practically conjine to the Jarmers 
aa = of Minnesota. the Dakotas. Western 
Wisconsin and Northern Iowa. Use 

it to reach section must projitably. 
Minneapolis. Journal, Daily and Sunday. 


In 1905 average daily c:rculation 67.38%. oa 

average circulat:oi for June, 1906, F4A.2T5. 
Aver, Suu day circulation, June, 1906,71.081. 

The absolute accuracy of the 

Journal's circulation ratings is 


7 guaranteed by the American News- 
GUAR r Directory. It reaches a 
AN greater number of the purchasing 
TEED classes and gues into more homes 


thai any paper in its jsield. It 
brings results 


Minneapolia, School Education, mo. Cir. 190 
9.s5u, Leading educational journal in the N. wv. 


Minnenpolis Tribune. W. J. Murphy, pub. 
Est. i867, Oldest Minneapolis peal The Sunday 
Tribune arerage per issue Jor the first six 
months of 1906 was 83.011. The dati Tribune 
average per issue a. the first six months of 
1906, Was 103,38: 

@1IRCU LAIN ” ‘the Evening Tribune ts guar- 
anteed to have a larger circula- 
tion than any other Minneup- 
olis newspaper’s evening edi- 
tion. e carrier-delivery of 


the daily Tribune in Minneap- 

olisis many thousands greater 

than that of any other news- 

paper. The city circulation 

by Am. News- alone exceeds 43.000 datly. The 

paper Direc- 
tery. 


Tribune ta the tle LM hed 
Want Ad paper of Minne- 
apolls. 
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Minneapolia, Svenska gg Pesne Posten. 
swan J. Turnblad. pun. 1905,51.812. 


St. Paul. A. 0. U. W. Guide 
circulution for 1905, 22.542 


St. Paul. Dispatch 


Averayve weekly 


cians number sold for 
year 1905, 60,5638 daily 


St. Paul, The Farmer. s.-mo. 
line, with discounts. 
endiny December, 1:05, 





Rate, 40e. per - 

C penton Sor six months 
92. 625 

. Paul. Pioneer Press. Net average aterete- 

att * for January—Daily 35.802. Sunday ¢ 





457. 
The absolute accuracy of the 
Pioneer Press circulation state- 
meuts is guaranteed by the Ameri- 
ov op can Newspaper Directory. Ninety 
per cent of the moneu due for sub- 
Ye ND scriptions is collected,showing that 


subscribers take the paper because 
they want it, All matters pertamn- 
ing to circulation are open to investigation. 


Winona. the Winona Republican - Herald, 
oldest, largest and best newspaper in Minnesota 
outside the Twin Cities and Duluth. 


MISSOURI. 
Joplin. Globe, dail Average 1905, 18.294, 
June, 1906,15,.252. E. Katz, Special Agent, N. Y, 





Kansas City, Western Monthly. Reaches prac- 
tically all masl-order and general advertisers. 


St. Joseph, News and Press. Circulation 
1906, 35,158. Smitha Thompson, Zust. Rep. 


Louis, Courier of Medicine, monthly. 
PI ao Sor 1905, 9,925. 


- Louis, Interstate Grocer has three times 
more circulation than three other Missouri gro- 
cery papers combined. Never less than 5.000, 


St. Louisa, National Druggist. mo. Henry R. 
Strong, Editor ana Publisher. Average for 1905, 
8.041 (© ©). astern office, 59 Maiden Lane. 


&t. Louis. National Foun and Stock Grower 
monthly. Arerave ror 1903.106, average Jor 
1904, 104,750: average for 1908, 105.541 


MONTANA. 


Missoula. Missou.ian, every morning Av. 
1905, daily. 4.185; Sunday, &.40%. Doubled im 
size, advertising and circulation past 18 morths 


NEBRASKA. 


Lineoin, Daily Star. evening 
and Sunday morning. -ictual 
P daily average Jor 1904,15.239. 
For 1905, 16.409. Only Ned- 
raskit paper that has_ the 
Guarantee Star. 








Lincoln. err ppeinen Farmer. weekly. 
Average 1905, 147. 


Lineoin, ree Pre 38e, + Actual average 
for 1905, 150.7 


Lincoln, rasicae and News. 
1905, 27,092. 


Omaha, Farm Magazine, monthly. Average 
circulation yeur eniing January, 1906, 40,714. 


NEW HAMPSHIRE. 


Nashun, Telegraph. The only daily in city. 
Sworn aver. for 6 mos, ending Mar, 31,'06,4,410. 


NEW JERSEY. 


Elizabeth. Journal. Av. 1904. 5,522: 1905, 
6.515; /st 3 mos. 1906, 6.965; March, 1906,7,.191, 
Jersey City. Evening Journal. <Areraye sor 
1905, 22.546. First six months 1906, 23,085. 
Newark. Evening News. Evening News Pnb. 
Co. Average for 1905. 60.102; Apr. ’06. 68,782, 
Plainfield, Daily Press. Average 1995, 2.874, 
firsts months, 1906,2.9%1. It’sthe leading paper. 
Trenton, Times. Arerage. 1904, 14.774; 1900 
16,458; April, 18,525. Only evening paper. 


Daily average 
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NEW YORK. 


Albany. Evening vournal. Daiiy areraye for 
195, 16.812. Jt sthe leading puper. 


Buffalo. Courier, morn, Av.195, Sunday 8#.- 
374; duily 45.0038; Enquirer, even.. 31.027. 


Ruffalo, Evening News. Daily averaye 1904, 


SS.457; 195 94.690, 


Catskill, Recorder. 1905 average. 2.811; May, 


4906. 8.988. Best adv. medium in Hudson Valley. 


Corning. Hegre evening. 
B.2iS2 195 G.599 





Averuye, 1904, 


Cortinnd, Democrat, Fridays. Est.1840. Aver. 
1905, 2.126. Only Dem. pauper im county. 


Giens Falls, Times. Est. 1878. Only ev’g paper 
Average year ending March «1, 1906, 2,508. 


LeRoy. Gazette, est. 1826. Av. 1905. 2,287. 
Lar yest wy.cir. Genesee. Orleans, Niagara Co.’s. 


Mount Vernon, Argus, evening. —— daily 
aver uge 4 year ending June. 1106. Bd 


Newburgh. News. daily. Ar. 1905, 5.160. 
3.000 more than all other Newb'gh papers combined 


New York City. 

New York. American Agriculturist. Best 
farm and family agricultural weekly in Midale 
and Southern States. Circulates 100.000 cop- 
ies weekiy, of which 95.468 are actual paid 
subscribers, as per count of June 1, i905. The 
extraordinary character and purchasing power 
of its readers is emphasized by the fact that 
AMERICAN AGRICULTURIST’S subscribers in New 
York include every postoffice in the state. In 
New Jersey it goes to 77% of all the postoftices; in 
Delaware 87%, in Pennsylvania 74%, in Ohio 85%. 
and to 20% to 40% of tne postoffices in the Southern 
States. All advertisements cuaranteed. 


American Magazine (Leslie’s ponenly?: Pre. 
sent average circulation, 256,108,  Guaran- 


teed arerage, 250,000. Excess, 73.296. 


army & Navy Journal. Est. 1863. Actual weekly 
average for first 19 issues. 1916.9.592 (OO). 


Atlantis. Daily i newspaper, Actual aver- 
age for 195, 9 





adomapNe werk Average for year ending 


July 26, 1906, 14.6 
Raker’s Review monthly. W. Rk. Gregory Co., 
publishers. actual «rerage for 1905, 5.008. 
Benziger’s magazine, family monthly. Pen- 
ziger Brothers. Arerage for 1905,44,.166, pres- 
exntcirculution, 50,000 








Choper, weekly (Theatrical). Krank oo 
Pub. Co,, Lta. Aver. for 195, 26,2281 

Hardware Dealers’ Magazine. morthly. 

In 1995. averave issve. 19.020(O ©). 

b. T. MALLETT. Pub.. 243 Rroaaway. 

Jewish Morning Juurnut. Average for 1905, 
54.668. Only Jewish morning daily. 

Music Trade Review. music trade and art week- 
ly. Average Jor 1905, 5.341. 

















Printers’ Ink, a journal fc for advertisers, pub- 
lished every W ednesday. Established 1888 | Ac- 
tual weekly average for 1963, 11,001. actual 
weekly average for 1904, 14, 918. “Actual weekly 
average for 1905, 15.090 copies. 

The People’s Home Jourral. 544.541 monthly. 
Good literature, 444.667 monthly, arerage cir- 
culations for 1905—all to paid-in-adrance sud- 
scribers. F. M. Lupton. pubiisher. 


The Tea and Coffee Trade Journal. Average 
e:rculation for vear ending May, 1906, 5.8053 
May. 1906, issue. 7.312. 

The Wall Street Journal. Dow, Jones & Co., 
publishers. Daily average 1905, 13.15%. 

The World. Actual arer. for 1905, Morn,. 205, 
490. Evening. 371.706. Sunday, "411.074. 

Seheneetady. Gazette. daily. A. N. Liecty. 
Actual arerage for 1904, 12.57 4; 1905, 15.058. 

Syracuse, Evening fleraid. daily. Herald (o.. 
pub. Arer, 1905, dail . Sunday 40.098. 

Syrucuse, Post-Standard. Duily circulation 


27.000 copies. The home newspaper of Syracuse 
and the best medium for legitimate advertisers, 
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Utien. National emetinee Contractor, mo, 
Average for 1905, 2.64 


Utien. Press. gee 
Average for 1905, 14.3 


NORTH CAROLINA. 


Coneord, Bl eex Times. Actual aver- 
age for 1905, 2,262 

Raleigh. Biblical Recoraer, weekly. Av. 1903, 

Siz. At. 194. 9. 7TH6. Av, for 1905. 10.206. 

Raleigh, Evening Times. Leads all afternoon 
papers in Sage between Richmond und 
Atlanta, >, dispatches. Actual daily 
average 1905, 4.351 

Raletgh. News and Observer, N. C.’s great- 
est daily. Sworn average 1905, 10.202, more 
than double that of any other Raleigh daily, 40% 
greater than that of any other daily in the Stute. 


NORTH DAKOTA. 


Grand Forks, Normanden. Av. yr. 05, 7,201. 
Aver, for Jan., Feb., Mar, and Apr., (96, 27,798. 


OHIO. 


Uo a. Meyer. publisher, 
so. 





Ashtabula, Amerikan Sanomat Finnish 
Actual average for 1905. 10.766, 
Cleveland, Plain Deaier. Est. 1841, Actual 


daily average 1905, 77.899 (sk): Sunday, T4.960 
oi; June, 1006, 74,180 dazly; Sunday, 51.828, 
_ Coshocton, Age, Duly ar, ist 6 mos. '06, 3.101; 
in city 0,000; factory pay-rolis $150,000 monthly 
Dayton. Religious Telescope, weekly. 20c. 
agate line. Average circulation 1905, 20.096. 
Sortogmetd. Farm and Fireside, over 4 cen- 
tury leading Nat. agricult’l paper. C7r.415.000, 
Springfleld. Womans Home Companion. 
June, 1906, circulation, 565,000; 115.000 above 
guarantee, Executive offices, N. Y. City. 





Youngatown. Vindicator. D'y ar. ’05. 12.9103 
Sy. 10,178: LaCoste «¢ Marwell. N Y. & Chicago, 


Zaneaville. ‘times-Recorder. Sworn arerage 
1905.10,564. Guaranteed doubie nearest com- 
petitor and 60% in excess combined competitors, 


OKLAHOMA. 
Oklahoman City, The Oklahoman. 1905 arer. 
11.161; June, 196,18,.482. E. Katz. Agent. N.Y. 


OREGON. 
rtland. Evening Telegram. Largest exclu- 
sive ciroulation of any newspaper in Oregon. 


Portland, Journal. Daily and Sunday. 
vy Actual average for June, 25,857. Arer- 
age year 1905. 21,926, 


Portland, Pacific Northwest, mo. 1905 arerage 
13,588. Leadiny farm vaper in Stute. 


PENNSYLVANIA. 


Erie. Times, daily. «arer. for 1905, 
June, 1906, 13.119. EH. Katz. Sp. Ag.. N. 


Harrisburg. Telegraph. Sworn ar., Apr... 18.« 
76%. Largest paid circulat’n in H’b'g, or no pay. 


Philadelphia. Confectioners’ Journal. mo. 
AW. 1904, 3.004; 1905, 5.470 (OO). 


Philadeiphia, Farm Journal, 
mootaly. Wilmer Atkinson Com- 
pany, publishers. Average for 
195, 563.266. Printers’ Ink 
awarded the seventh Sugar Bow! 
to Farm Journal for the reason 
that *‘that paper. among ali those 
“publisned in the United States, 

“has oeen pronounced the one 

“that best serves :ts purpose as 

“an educator and counselor 

“ror the agricultural popula 

“tion,and as an effective and 

si (economical medium for com- 

“municating with them 

“through its advertising coiumns.”” “Unlike any 
other paper.” 


Philadelphia. German Daily Gazette. ver- 
circulation, 1905, daily 51.50%: Sundav, 44,46 65, 
sworn statement. Circulation books open. 


15.248, 
Y. 
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a pe nearly everybody reads THE 


The Philadelphia 
BULLETIN’S 
Circulation. 


The folluwing statement shows the actual cir- 
culation of THE BULLETIN for eacu aay in the 
mont of June. sng 
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Totai for 26 days, 5,738,169 copies. 
NET AVERAGE FOR JUNE, 


220,699 copies a day 


THE BULLETIN’S circulation ficures are net; all 
damaged, unsold, free and returned copies have 
been omittei. 

Wi'tiam L. MCLEAN, Publisber. 

PHILADELPHIA, July 5th, 1906. 


Philadelphia. The Press is 
Philadelphia’s Great Home News- 


paper. esides the Guarantee 

Aat—W Star,it has the Gold Marks and is 
AN cn the Roll of Honor—the three 
Waa 8=6most desirable distinctions for 


any newspaper. Sworn daily av- 
erage for first six months 1906, 
103,4!9; Sunday average June, 1906, 148,949. 


Philadelphia. The Merchants’ Guide, pub- 
lished weekl). ‘The paper that gets results.” 
Philade!Iphia, W. Phila. Bulletin, wy. Covers 

Phila, Every vody looks for it. Cir.’Us, 5,288. 
Pittsburg. The Usited Presbyterian. Weekly 
circulation 1905, 21.260 


Ws 











West Chester. Local News, 
dpily. W.H. Hodgson. srerayesfor 
1905, 15.297. In its 3sth year. 
Independent. Has Chester County 
and vicinity for tts field. Devoted 
to home news. henze 1s a home 
paper. Chester County is second 
tn the St«te mm agricultural wealth 

Willfamaport. Grit. America’s Greatest 
Weecly Average 1905,226.713. Smith & Thomp- 
son. keps.. New Yori and Chicago. 

York. Dispatch and Daily. Average for 1905 

8,351. Enters two-thirds of Yori: homes. 


RHODE ISLAND. 

Pawtueker. Evening Times, Aver. circulation 
Sour months ending April 30. v6, 17.502 (sworn). 
,, Daily Journal, 17.628 (@O©). 
Sunday, 2 3 «@@). Evening Bulletin’?. 7338 
averaye 1905. Feovidenes Journai Co.. pubs, 

Providenee, Real Estate Register; finance, 
etc.: 2,628; sub’s pay 244% of total city tax. 


Weateriy. San. Geo. H. Utter, pub. Aver. 1995, 
4.467. Largest circulation in Southern R. 1. 


SOUTH CAROLINA. 

Ohurieate #vening Post. actual dy. aver- 
age for 1905, 4.805. 

Coiumbia, State, Actual aver- 
age for 1905, taily 9.587 copies 
(OO); semi-weekly, 2,625. Sunday 
705, 11.072 (OO). Actual average 
first six months ’06, daily 10,760; 
Sunday 11.861. 
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TENNESSEE. 


Knoxville Journai and Trib- 


une. Daily average year enuiny 
December 31, 1905.15.018. Weexly 





GUAR average 1904, 14.4 
AN One of only three papers in 
TEED the South, and ouly puper in 


Tennessee awarded the Guar wtee 
Star, The leader in news, circula- 
tion, influence and advertising patronage. 


Knoxville. Sentinel. Average March 11.59% 
Carries more aavertising in six days than Goes 
contemporary in seven. Write for information. 

Memphis. Commercial Appeal. daily,Sunday, 
weekly. average 195, duily 88.915. Sunday 
DS. 887. weerclu, 80.385. Smith & Taompsen, 
Representatives N. Y. & Chicago. 


Memphis, Times, Sunday Circulation year 
eudiny February, 1906, 2.110, 


_ Nashville. Banner, daily. 
TI2: Jor 19s, 20.708; for 


TEXAS. 


Beaumont. Texis, Enterprise. Average 1905, 
5,457; present output over 10,000 guaranteed. 


E! Puno. Herald. Av.’05, 5,011 ; June,’06. 6,169 
Merchants’ canvass showed HERALD in 80¢ of KL 
Paso homes. Only El Paso paper eligible to Roli 
of Honor. J.P. 3mart, 150 Nassau St., N. Y. 


San Angelo, Standard, we weekly. Averave for 
year ending May ¢, 116,3,018 (3k). 


VERMONT. 

Burtington. Free Press. Daily av. '05, 6.558; 
Sor June,7.674. Larvest city and State circul- 
tron, Erumined by Association of American 
Advertisers. 


Aver. for year 1902, 
1905, 30,227 


wee 








Burlington, News, daily, evening. 
daily average 1904, 6.018 ; 
195, 7.491. 


Actual 
196, 6.386; December, 


Mo: a Argus. Actual daily average 





Rutland. oo, Average 1904, 2,527. Av- 


erage 1905, 4.2 


St. Albana, Messenger, daily. 
Sor 1905, 3,051. 


VIRGINIA. 


Danville, The Bee. A». 1905, 
196, 2,565. Largest cir’n, 


Richmond. News Leader. 


Actual average 


2.846. April, 
Only eve’y puper. 


Srorn dy. av. 1905, 


29.54%. Largest in Virgivius and Carolinas. 
Rien mond, Times-Dispatch, 
morning. 
Actual daily averave near end- 
[SLAW ing December. 1905,20.376. High 
AN price circulation with no waste 
TEED or duplication. In ninetu per cent 


of Richmond homes. The State 


paper. 
WASHINGTON. 


Seattle, Post-Intelligencer (OO), 
Arerave Sor May, 196—Week-day. 


25. 15s; Sunday, 35.482. Only 

GUAR m’n‘g paper in Seattle; only gold 
AN marked and guaranteed circula- 
TEED tion in Washington. A FULL PAID 


circulation of exceptional merit 
and GENUINE value. 


Tacoma. Ledger. Daily average 1905, 15,3445 
Sunday, 20.385: weekly, 9.642. 
Tacomn. News. Arerage first four months 
1906, 16,212; Saturday, 17,637. 
WEST VIRGINIA. 


Parkersburg. Sentinel. gaily. R. E. Hornor, 
pub. Averaye sor 195, 2.442 

Ronceverte. W. Va. News, wy. W 
& Son, pubs. 


. B. Blak 
Average first 5 months 1908, 2, 112. 


WISCONSIN. 
Janeaville. Gazette. d’lyand s.-w’y. Cire'n— 
average 1905, duily 8.149: semi-weekly 3,059, 


Madison, State Journal. dy. ape aver- 
age /905,%.482. Onlyasternoon pape 























Milwaukee. Badger and Farmers’ Record, 
mo.; 75.000 copies (36); rate 30c. a line; largest 
mo. farm journal circulation in this territory, 


Milwaukee, Evening Wisconsin, d’y. Av. 1905, 
26.648; June, 1906, 28.819 (OO). 


Milwaukee. The Journal.ev'g. 
Average 1105. 40,517: June, 1906. 


AB.9S2. The ad daily circu- 

Aleta lition of The Milwaukee Journal 

AN 1s double that of any other even- 
TEED ing and more than is the par 

Ni circulation of any Milwaukee 


Sunday newspaper. 


Oshkosh, Northwestern. daliy. Average for 
1904, 7.231. Average for the year, 1905, 7,658. 


per. = TY" WISCONSIN 
GRICULTORIST. 


Racine. Wis.. Eat. 1877. wy. 
Actual aver. for 1905, 41.745: 

Firet five months, 1996.47.272. 
Has a larger circulation in Wis- 
cousin than any other paper. Adv. 
$2.80 an inch. N. Y. Office. Temple 
Court. W. C. Richarason, Mgr. 


Daily Journal. Arerage 1905, 
Only paper with telegraphic service. 


WYOMING. 
Cheyenne, Tribune. Actual dailu average net 
for 1905, 4.511; first 3:2 months, 1906, 5,079. 


BRITISH COLUMBIA. 


yer. ree daily. Arerage for 
: June, 1996, 9.881. H. DeClerque, 
Ci ‘hicago anc d New York. 









Sheboygan, 
1,610, 


Vanee 
1905, Sy 
O58: Repr., 
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aay Colonist, daily. Colonist P.& P 
Co. Aver. for 1¥04. 4.356 ¢ OK); foriw5, 4.308. 
U.S, Rep., H C. Fisher, New York. 


MANITOBA, CAN. 


Winnipeg. Der Nordwesten, Canada’s Ger- 
man Family and Agricultural Weekly. Reaches 
al! the German-speaking population of 200,000— 
its exclusive field. Arer. her the year end. June. 
1906. 15,807; aver. lust six months, 15,898. 





Winnipeg. Free Press, daily and weekly. Av- 
erage for 195, daiiy. 80.048; weehiy, 15.654. 
Daily, June, 1906, 34.672. 


Winnipes. Telegram. Daily averrge June, 
20,882. Flat rate, 42c. inch daily or weekly. 


NOVA SCOTIA, CAN. 


Nalifax, Herald (O©@) and Evening Mail. 
Circulation, 1905,15,5538. Flat rate. 


ONTARIO, CAN. 


Toronto. Canadian Implement and prenicle 
Trade. monthly. Arerage for 15, 6.083 


Toronto, The News. Sworn arerage ded 
circulation for year ending Dec. 26, 1905, 88,282 
Advertising rate s6c. per inch. Flat. 


QUEBEC, CAN. 


Montreuni., La Presse. La Presse Pub. Co. 
Ltd., publishers. sctual average 1904, daily 
$0,259 ; 1905, 96,771; weekly, 48,207. 


Montreal. Star.dy.&wy. Graham &Co. Av. 
for 1904. dy. 56.795. wy. 125.240, Av. for 1905, 
dy. 58,125; wy. 126,307, 








le ©) GOLD MARK PAPERS @0) 





Out of a grand total of 23,461 pubiications listed in the 1906 issue of Rowell’s American Newspa- 
per Directory, one hundred and fourteen are distinguished from all the others by the so-called gold 


marks (@©). 





WASHINGTON, D.C. 

THE EVENING AND SUNDAY STAR (OO). 

Reaches 90% of the Washington hornes. 
+ RGILA. 

ATLANTA CONSTITUTION. Aver. 1905, Datly 
85,590(OO), Sunday 4%, 731, Wy,'04, 107.925. 

AUGUSTA a (OO). Only morning 
paper; 1905 average 6 

: LLTNOTe. 

GRAIN DEALERS’ JOURNAL (@©), Chicago, 
prints more cias’fi'd ads than all others inits line. 

THE INLAND PRINTER, C piorae. (OO). Act- 
ual uverage circulation for 1905, 15,866. 

BAKERS’ HELPER (© ©), Chicago, only “Gold 
Mark” baking journal. Oldest, largest. best 
known. Subscribers in every State and Territory. 

TRIBUNE (© ©). Only paper in Chicago re- 
ceiving this mark. because TRIBUNE ads bring 
satisfactory results. 

KENTUCKY. 

LOUISVILLE COURIER-JOURNAL (0 ©) 

Best paper in city ; read by best people. 
MASSACHUSETTS. 

Boaton, Am. Wool and Cotton Reporter. Rec- 
ognized organ of the cotton and woolen indus- 
tries of America (OO). 

BOSTON PILOT (O©). every Saturday. Roman 

Catholic. Patrick M. Donahoe, manager. 

BOSTON EVENING TRANSCRIPT (©), estab- 
* lished 1830. The only gold mark daily in Boston. 








TEXTILE WORLD RECORD (©©), Boston. The 
medium through which to reach textile mills 
using 1,885,000 horse power. — 

WORCESTER L’OPINION | ag a oe ©) is 
the leading French daily of New England 


MINNESOTA, 


NORTHWESTERN MILLER 


©©) Minnea pepete, Minn ; $3 per year. Covers 
milling and trade all over the world. The 
only “Gold Mark” milling journal (©©). 


NEW YORK. 
NEW YORK TIMES (©©). Largest high-class 
circulation. 


BROOKLYN EAGLE (@O) (OO) is THE advertising 
medium of Brooklyn 

ENGINEERING NEWS (©©).—A periodical of 
the highest character. —Times, Troy, 

THE POST EXPRESS (©©). Rochester, N.Y. 
Best advertasing medium 1 this section. 

ARMY AND NAVY JOURNAL (©©). First in 
its class in circulation, infiuence and prestige. 

VOGUE (©©) is authority on woman’s fash 
ions. Its readers represent purchasing power. 


THE CHURCHMAN (@©6)._ Fst. 1844; Satur- 
days; Protestant-Kpiscopal. 47 Lafayette Place. 


ELECTRICAT, REVIEW (© ©) covers the field 
Read and studied by thousands, Oldest, ablest 
electrical weekly. 
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HARDWARE DEALERS’ MAGAZINE. 
In 1905, average issue, 19,020 (@©). 
D. T. MALLETT, Pub.. 253 Kroadway, N. Y. 


STREET RAILWAY JOURNAL (@0). The 
stancard authority the world over on street and 
interurban railroading. Average weekly circu- 
lation during 1905 was 8,160 copies. 


NEW YORK HERAI.D (©©). Whoever men- 
tions America’s leading newspapers mentions 
the New York HERALD first 


CENTURY MAGAZINE (© ©). There area few 
people in every community who know more 
than all the others. Taese people read the 
CENTURY MAGAZINE. 


NEW YORK olin tag ‘© ©). daily and Sun- 
day. Established 1 A conservative, clean 
and up-to-date new lll whose readers re EE 
sent inteiect and purchasing power toa high 
grade advertiser 


ELECTRICAL WOKLD (©©), established 1874. 
The great international weekly. Circulation 
audited, verified and certified by ‘the Association 
ot American Advertisers to be 20,389 average 
weekly from January 6th to March 3a, 1906. 


OO, 

CINCINNATI ENQUIRER (OO). Great—infiu- 
ential—of worid-wide fame. Best advertising 
medium in prosperous Middle West. Rates ana 
information supplied bv Beckwith, N.Y.-Chicago. 


PENNSYLVANIA. 
CARRIAGE MONTHLY (© ©), Phila. Setentea! 
journai;40 years; leading vehicle magazin 


THE PRESS (© ©) is Philadelphia's Great 
Home Newspaper, it 1s on tae Roll of Honor and 

has the Guarantee Star and the Gold Marks—the 
a most desirable distinctions for any news- 
pay Sworn daily average first six months 
1906. "103, 419; Sunday average June, 1906, 148,949. 


PRINTERS’ INK. 





THE PITTSBURG 
©® DISPATCH ‘oe 


The newspaper that judicious advertisers 
always select first to cover the rich. pro 
ductive. Pittsburg field. Only two-cent 
morning paper assuring a prestige most 
profitable to advertisers st home 
delivered circwation in Greater Pittsburg. 














RHODE ISLAND, 
PROVIDENCE JOURNAL (© ©), a conservative, 
enterprising newspaper without a single rival. 


SOUTH CAROLINA, 
THE STATE (@O), Columbia, S. C. Highest 
quality, largest circulation in south Carolina. 
TENNESSEE. 
THE TRADESMAN (@©) Chattanooga, Tennes- 
see semi-monthly. ‘Lhe South’s authoritative 
industrial trade journal. 


VIRGINIA. 
THE NORFOLK LANDMARK (©©) is the 
home paper of No:folk, Va. That speaks volumes. 


WASHINGTON. 

THE POST INTELLIGENCER (O©). Only 
morning paper in Seattle. Oldest in State. A 
paper read ana respected by ali classes. 

WISCONSIN, 

THE MIL‘'VAUKEE EVENING WISCONSIN 
(O©). the only gold mark daily in Wisconsin, 
Leos than one thousand of its readers take any 
other Milwaukee afternoon newspaper. 


CANADA. 


THE HALIFAX HERALD (© ©) and the EVEN- 
ING MAIL. Circulation 15.558, flat rate. 




















THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements under this heading are only desired from 
papers of the requisite grade and class. 





OCULORADO, 
T= Denver Post, Sunday edition. April 15, 
906, contained 5,036 different classified ads, 
a total of 112 910 columns. The PosT is the 
Want medium of the Rocky Mountain region. 
The rate for Want advertising in the Post is 5c. 
per line eacb insertion. seven woras tothe line. 
CONNECTICCT. 
ERIDEN, Conn.. RECORD covers fleld of 50.000 
4 population ; working people are skilled 
‘nechanics. Classified rate, cent a word a day. 
five cents a word a week. “Agents Wantea,” 
etc., half cent a word aday 


DISTRICT OF COLUMBIA. 
Dis ee EVENING and SunpDAY STAR. Washington. 
(© ©). carries DOUBLE the number of 
Wane Ase of any other paper. Rate lc. a word. 


GEORGIA. 
LASSIFIED advertisements in the PREss, of 
Savannah, Ga.. cost one cent a word—three 
insertions for price of two—six insertions for 
price of vhree. 
ILLINOIS. 
rINHE Champaign News is the leading Want ad 
medium of Central Eastern Lilinois. 
‘HE TRIBUNE publishes more classified ad- 
vertising than any other Chicago newspaper. 
EORIA (IIL) JOURNAL reaches over 13 000 of 
the prosperous people of Central Illinois. 
Rate, one cent per word each issue, 








66 NEARLY everybody who reads the Eng 
lish language in, around or about Chi 
cago, reads the DAILY NEWS,” says the Post-office 
Reriew. and that’s why the DaiLy News is Chi- 
cago's ‘want ad” directory. 


INDIANA. 
( eee Indianapolis NEWs during the year 1905 
printed 96.982 more classined advertise- 
ments tnan al: other dailies otf :ndianapolis 
combinea. printing a total of 296.941 separate 
paid Want ads during that time 


IOWA. 
i lege Des Moines CAPITAL guarantees the lar- 
gest city and the largest total circulation 
in lowa. The Want columns give splendid re- 
turns always. ‘The rate is 1 cent a word; by the 
month $1 per line. It is published six evenings 
a week; Saturday the big day. 


‘THE Des Moines KEGISTER AND LEADER: only 

morning paper; carries more “want’’ ad- 
vertising than any other Iowa newspaper. One 
cent a wora. 


MAINE. 
H¥ EVENING EXPRESS carries more Want ads 
than all other Portiand dailies comvined. 


MARYLAND. 
a £ Baltimore News carries more Want Ads 
than any other Baltimore daily. It is the 
recognized Want Ad medium ot Baltimore. 
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MASSACHUSETTS, 
HE Boston Kk VENING TRANSCRIPT is the lead- 
icg education»! medium in New England. 
It prints more advertisements of schools and in 
structors than all other Boston dailies combined. 


flee BOSTON GLOBE, daily and Sunday, in 
1905. printed a total of 427.227 classified ads. 
There were no trades, deals or discounts. ‘here 
was a gain of 9,999 over 1904, and was 15.847 more 
shan any other Boston paper carried in 1905, 


25 5) CENTS for 30 words, 5 days. 
DatLy ENTERPRISE, Brock- 
(CL ton. Mass., carries solid page 


AN 
REED Want ads. Circulation exceeds 
10,000. 
MICHIGAN, 


SAGINAW COURIER-HERALD (daliy), only Sun- 
aay paper; leading medium; circulation in 
excess of 14.000, one cent a word. 
MINNESUTA,. 
HE MINNEAPOLIS TRIBUNE is the recognized 
Want ad medium of Minneapolis, 


‘PHE Minneapolis Daily and Sunday JOURNAL 

carries more Classificd advertising than any 
other Minneapolis newspaper. No free Wants 
and no Clairvoyant nor objectionable medica) 
advertisements printed. Clussified Wants printed 
in June, 130,718 lines. Individual advertisements, 
20,807. In the first six months of 1906 the Daily 
and Sunday JOURNAL carried 101,276 more lines 
of classified than any other newspaper in Minue- 
= or St. Paul. 


HE MINNEAPOLIS TR BUSE is the oldest Minne- 
apolis daily and has over 100,000 sub-cribers, 
which is 20,000 odd each day over and above any 
other Minneapolis dail Its evening edition 
alone hasa larger circulation in Minneapolis, by 
many thousands, than any other evening paper. 
It publishes over 80 columns of Want advertise- 
ments every week at ful) price ‘(average of two 
pages a day); no free ads; price covers both 
morniug and evening issues. Rate, 10 cents per 
line, Daily or Sunzay 


MISSOURI, 
fPHE Joplin GLoBre carries more Want ads 
than all other papers in Southwest Missouri 
combined, because it gives resuits. One centa 
word. Miuimum. lic. 
MONTANA. 
f ats. Anaconds STANDARD is Montana’s great 
Want-Ad ’ medium; ic.a word. Average 
ciowahinhen' (1905), 11.144 ; Sunday, 13,888, 
NEBRASKA. 
INCOLN JOURNAL AND NEWS Daily aver- 
age 1905, 27,092, guaranteed. Cent a word 
NEW JERSEY. 
NEWARE. N. J, FRriE ZEITUNG (Daily and 
Sunday) reaches bulk of city’s 100.000 Ger- 
mans, One cent per word ; 8 cents per month, 
NEW YORK. 
fPYHE EAGLE has no rivals in Brooklyn's 
classified business 
'TVHE Post-ExPREss is the best afternoon Want 
ad-mevium in Rochester. 
LBANY EvrninG JOURNAL, astern N. Y.’s 
4 best paper tor Wants and classified ads. 


i Geran! ANGUS. Mount Vernon. N. Y. Great 
est \Vant ad medium in W estcbester County. 





TY EWBURGH DAILY NEWS. recognized leader 
4 in prosperous Hudson Valiey. Circulation, 
6,000. 
Bor FALO NEWS wita over 95,000 circulation, 
isthe only Want Medium in Buffalo and the 
strongest Want Medium in the State, outside of 
New York City. 
7He TimEs-UNION, of Albany, New York. Bet 
ter medium for wants and other classitied 
matter than any other paper in Albany, and 
guarantees a circulation greater tnan all other 
daily papers in that city. 








AVE YOU SOMETHING TO SELL! Advert'se 
in America’s Great Classified Medium— 
EVERYBODY’S MAGAZINE—three million readers. 
Send for “How to Advertise in a Small Way 
Successfully” and other free booklets, THi 
RIVGWAY-THAYER COMPANY, 31 E. 17th st. 
New York. 
| capa hdr RS' INK, publishea weekly, The rec- 
ognized aud jieaame Wantad medium for 
Want ad mediums, mail order articles, aavertis 
ing noveities, printing. typewritten circuiars. 
rubber stamps, Office devices. adwriting, balf- 
tone making, and prvactueliy anything whicn 
interests and appeals to advertisers and obusi- 
ness men. Classified advertisements. 20 cents 
a line per issue flat : six words toa line. Sample 
copies, ten cents. 
NORTH DAKOTA, 
G RAND FORKS HERALD. Circ. May, ’06, 7,599. 
J Biggest Daily in North Dakota. La Coste & 
Maxwell, New York Representatives. 
OMLG, 


OUNGSTOWN VinpicaToR—Leading “Want” 
medium. lc. per word. Largest circulation. 


OKLAHOMA. 
HE OKLAHOMAN, Okla. City, 13.582 Publishes 
more Wants than any four Ukla.competitors, 
OREGON. 
PORTLAND J JOUKNAL, Daily and Sun 
day, leads in ‘‘Want ads.” as well asin 
circulation, in Portland and in Oregon. 
PENNSYLVANIA. 
ff (hae Chester, Pa.. TIMES carries from two to 
five times more ciassiflea ads than any 
other paper. Greatest circulation. 











WHY DON’T YOU PUT IT IN 
THK PHILADELPHIA BULLETIN? 
Want Ads. in THE BULLETIN bring 
prompt returns, because “in Phila- 

delpbia nearly everybody reads 
BULLETIN.” 


H > 
Net paid average circulation for 


ne, 1 
220, 699 copies per day. 
(See Roll of Honor column.) 


RHODE ISLAND. 
HE EVENING BULLETIN—By far the largest cir- 
culation and the best Want medium in R. I. 


SOUTH CAROLINA. 
oe NEWS AND COURIER (©O©), Charleston, 
S.C. Great Southern Want ad medium; Ic. 
a word; minimum rate, 26¢. 


CRaES Yolumbia STATE (©) carries more Want 
ads than any other S. C. newspaper, 


BRITISH COLUMBIA, 
TICTORIA COLONIST. Oldest established 
paper (1857). Covers entire Province. Great- 
est Want Ad medium on the Canadian Pacific 
Coast. a Clarence Fisber, 634 Temple Court 
Bidg., N. Y., Special Kastern Agent. 
CANADA, 


"HE ~ Halifax HERALD (©©) and the Mair—Nova 
Scotia's recognized Want ad mediums, 


A PRESSE. Montreal. Largest daily circula- 

4 tion in Cansca without exception. (Daily 
95.825, Saturdays 113.892—sworn to.) Carries more 
wantaasthan any French newspaper in the world 


M\HE Daity TELMGRAeH, St. John, N. B., is the 

want ad medium of the maritime provinces. 
Largest circulation and most up to date paper of 
FKastern Canada. Want ads oue cent a word. 
Minimum charge 20 cents. 


g| ee Montreal DAILY STAR carries more Want 

advertisemerts than ail other Montreal 
dailies combinea. The FiMILy HERALD AND 
WEEKLY STAR carries more \\ ant advertisements 
than any other weekly paper in Canada 


f Mae Winnipeg FrReE PRESS carries more 

*Want” advertisements than any cther 
daily paper in Canada and more advertisements 
of this nature than are contained inal) the other 
daily papers published in Western Canada 
combined. Moreover. the FREE PRESS carries a@ 
larger volume of general advertising than any 
other daily paper in the Dominion. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


ts Issued every Wednesday. Subscription 
price, two doliars a year, one dollar tor six 
months, in advance. On receipt of tive dollars 
four paid subscriptions, sent in at one time, will 
ve put cown for one year each and a larger npum- 
ber at the same rate. Five centsacopy. Three 
doliuars a hundred. Being printed from stereo- 
type plates, itis always possible to supply back 
numbers, if wanted in lots ot 500 or more, but in 
all such cases the charge will be five doliars a 
bundred. 


ADVERTISING RATES 

Advertisements 20 cents a line, peari measure 
15 lines to the inch ($3); 200 lines to the page ($40). 

For specified position selected vy the adver- 
tisers, 1f granted, double price .s demanded. 

On time contracts the lust copy is repeated 
when new copy fails to come to hand ove week 
in advance of day of publication. 

Contracts by the month, quarter or year, may 
be discontinucd at the pleasure of the advertiser, 
and space useu vaid for pro rata. 

Two lines smallest advertisement taken. 
words make a line. 

Everything appearing as reading matter is in- 
serted free. 

All advertisements must be handed in one 
week in advance. 


Six 


OFFICES: NO. 10 SPRUCE ST. 
London Agent, F. W. Sears, 50-52 Ludgate Hill,E.C 


__NEW YORK, AUG. 8, 1906, _ 


THE employees of Grit, of 
Williamsport, Pa., 200. strong. 
were given their annual picnic on 
July 26th. 











Tue Woman's Home Com- 
panion has adopted as a slogan 
the words “It’s Better.” The 


August issue is worthy of espe- 
cial comment on account of the 
character of the reading matter 
and the quantity of the advertis- 
ing carried. 





BIG STORES COMBINED. 


Hereafter the Adams _ Dry 
Goods Company and H. O'Neill 
& Co., New York, two large 
Sixth avenue stores, will be oper- 
ated as one corporation, known 
as the O'Neill Adams Company. 
Articles of incorporation have 
been recorded at Albany. Samuel 
Adams is president, John Flani- 
gan and O. M. Billings vice-presi- 
dents and Thomas Quigley secre- 
Mr. Adams was formerly 


tary. 

president of the Adams company 
and the O’Neill company is repre- 
sented by Mr. Biilngs. There 


will be no change in the subordi- 
nate management of the stores, 


PRINTERS’ 


INK. 


Tue Record, Canon City, Col., 
long published weekly, has estab- 
lished an afternoon daily edition. 
Canon City has 4,000 population, 


and this is its first daily. Guy 
U. Hardy is publisher. 
R. R. Case, who writes the 


advertisements for the New York 
World’s classified department, be- 
lieves that he holds the record for 
quantity of advertising written by 
one man. During the past year 
* has constructed 3,006 display 
ads. 





ARTICLES of incorporation, with 
capital of $60,000, have been 
recorded by the MacDonald-Olm- 
stead Advertising Company, the 
new Buffalo agency. This agency 
represents in Buffalo the Morse 
International Agency, of New 
York. Its incorporators are G. 
A. MacDonald, Buffalo; G. F. 
Simpson, Buffalo; E. F. Olm- 
stead, Niagara Falls. 





CotonEL A. J. SMITH, general 
passenger agent of the Lake 
Shore and Michigan Southern 
Railroad, and identified with its 
advertising, died July 26 in the 
Adirondacks, where he had been 
taken in hope of recovery from 
after consequences of an attack 
of pneumonia last winter. He 
was sixty-six years old and had 
been with the road many years. 
He was president of the National 
Association of General Passenger 
and Ticket Agents. 


EXPERIENCE without insight is 
as valuable as dough and _ yeast 
stored in different sides of the 
pan and expected to make bread. 
Unless insight be present, all the 
experience in the world will not 
make a wiser man of the individ- 
ual who lacks the capacity to im- 
bibe that experience, to profit by 
it, to make it a part of himself. 
People who brag about their ex- 
perience frequently have had so 
much because the earlier lessons 
have taught them nothing. And 
this fact is eminently true of a 
host of advertis'ng men. 
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officers have 
the Syracuse 


Tue following 
been elected by 
Journal company: 

President, Louis Will; vice-president, 
Charles E. Crouse; secretary and treasurer, 1. 
A. Stilwell; general manager, Harvey D. Bur- 
rill; directors, Charles B. Everson, Alexander 
ti Brown, T E. Hancock, Charles M. Crouse, 
F, A. Lyman and F. G. Weeks. 





BIG SPECIAL. 


The largest special edition ever 
issued in the Northwest, it is said, 
was a fifty-page edition of the 
Daily Press, Sioux Falls, South 
Dakota, published July 22, for the 
purpose of promoting that town’s 
manufacturing and mercantile in- 
dustries. It carried 5,558 inches 
of advertising. The Press is re- 
presented in New York and 
Chicago by Payne & Young. 








T. W. Crossy, advertising man- 
ager of the MHayner Distilling 
Company, Dayton, leaves that 
concern in August because its 
advertising department has been 
abolished. He has been using 
space in daily papers throughout 
the country to advertise his ser- 
vices. Mr. Crosby was formerly 
advertising manager of Monarch 
bicycles, then of Fairbank’s “Gold 
Dust” and “Cottolene,’ and 
from there took charge of the 
Hayner whiskey campaign. 


ANOTHER MEAT CAM- 
PAIGN. 


As a counteractant to the beef 
scandal, Richardson & Robbins, 
of Dover. Del., are using large 
double-column spaces in daily 
papers to publish an endorsement 
of their plan by United States 
Senator J. Frank Allee, of Dela- 
ware. Senator Allee worked for 
the firm when a boy, and has 
since been familiar with the meth- 
ods of this concern, one of the 
oldest in the country canning 
meats and poultry, and perhaps 
enjoying the highest reputation 
for quality in these products. R. 
& R. goods are commonly pur- 
chased for yachts and the finest 
trade. The advertising is placed 
by the Arnold agency, Philadel- 
phia. 





5 








Wants 


to go after new sub- 
scribers for the Little 
Schoolmaster. The 


right man is pretty 


sure to succeed. In 


Printers’ Ink 


A MAN 


this broad land some- - 


where the man will 


be found. If there 


happens to be two 
right men, Printers’ 
Ink wants them both. 

To a sensible and 
industrious man who 
attempts the work a 
living wage will be 
assured; and a pros- 
pect for a pretty good 
thing will open for 
the one who sticks to 
the job until he has 
really learned the pos- 
sibilities it has in it. 
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THE Michigan Farmer, pub- 
lished at Detroit, Mich. an- 
nounces that its regular subscrip- 
tion list now numbers over 75,000. 
During the next three months 
200,000 extra copies will be dis- 
tributed for subscription purposes. 





WEEKLY PUBLISHERS 


At the recent meeting of pub- 
lishers of the Select County 
Weeklies of New York State, 
held in Syracuse, these officers 
were elected: 


President, George E. Marcellus, Leroy 
Gazette; vice-president, A. B. Wallace, Rock- 
ville Center Odserver; secretary, Leslie C. 
Sutton, Massena Odserver; treasurer, Wil- 
liam O, Greene, Fairport Mazi. 


CONVALESCENT. 


Gerald Pierce, business man- 
ager of the Chicago Record-Her- 
ald, recently had an upset while 
driving, and suffered a dislocated 
hip. He is recovering in the 
Presbyterian Hospital, that city. 
W. J. Kennedy, advertising man- 
ager of the C. E. Ellis Co., New 
York, is recovering from an ap- 
pendicitis operation. D. Jefferson 
Thomas advertising manager of 
the Pattern Publications, New 
York, has recovered from a simi- 
lar operation sufficiently to return 
to business. 





GOOD STUFF. 

The savings banker, commer- 
cial banker, trust company presi- 
dent or building and loan asso- 
ciation secretary who lets August 
go by without giving depositors a 
chance to read the article in 
August World’s Work, on “Pit- 
falls Investors Must Avoid,” de- 
serves to lose business in compe- 
tition with the sharks. This ar- 
ticle might be reprinted as a cir- 
cular with the magazine’s per- 
mission, or submitted to local 
newspapers for reprint. It con- 
tains truths about mining schemes, 
big interest, stock flyers, fake 
banks fake building loan  con- 
cerns and all the other schemes 
that can never be spread around 
too often, 
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IT IS TO WEEP. 


A queer reason for buying is 
that given in the following adver- 
tisement clipped from a _ recent 
issue of the Outlook: 

Tears! Tears! No man, no woman 
can read “A Cry from the Heart of 
the Cursed” without weeping. Send 
ten cents for one copy. B. Behrendt, 
688 East 138th St.,. New York, 





JouN RicHMOND Gisp, of Fred- 
erick Loeser & Co., Brooklyn, 
died July 22 at his summer home 
at Magnolia Beach, Mass. He 
was forty-seven years old, and 
connected with Mills & Gibb until 
the death of his brother Howard 
some time ago, when he joined 
Arthur Gibb, his brother, in the 
Loeser business. 


LOCAL COLOR. 


In advertising Fels Naptha soap 
about Sheffield, England, the 
Benson agency, London, has em- 
ployed Yorkshire dialect, giving a 
tinge of local color that has at- 
tracted wide attention and proved 
very successful in bringing re- 
quests from newspaper readers 
for Fels Naptha demonstrators to 
call at their homes. There are 
twenty of these demonstrators, all 
women, and upon receipt of a 
corner coupon, cut from the ads, 
they visit the inquirer and wash 
a few pieces of clothing. 





A SENSE of humor is one of the 
best helps an advertising man can 
possess. It not only enables him 
to detect the flaws and imperfec- 
tions in other people's plans and 
propositions, but allows him to put 
himself up before his own vision 
—discerning the defects in the 
methods that an hour ago appear- 
ed unexcelled. By its aid 
he refrains from making ridicu- 
lous statements, putting himself 
in funny situations, and earns the 
distinction of being a person of 
good judgment. When the sense 
of humor itself is analyzed it is 
found to consist in the ability to 
discern readily how other folks 
will regard our propositions, 
statements or attitudes, and re- 
fraining from anything likely to 
incite ridicule in place of respect- 
ful consideration. 





by S. H. Benson, Ltd., London. 








THe M. Stetn Cosmetic Co., 
New York City, manufacturers of 
articles for theatr.cal make-up, 
are placing a line of advertising 
in select weekly publications 
through the H. T. Meany Ad- 
vertising Agency, 41 Park Row. 


or, LOUIS, READY. 

More than $60,000 towards St. 
Louis’ $400,000 advertising fund 
has now been pledged, it is said, 
and the Kastor agency, of that 
city, is to have charge of news- 
paper advertising that will begin 
early in autumn. Efforts will be 
made to bring trade from a dis- 
tance, and also to increase it right 
around home, within the shopping 
radius of 100 miles. 





THE newspapers seem to be 
sharing in the good times the 
South is enjoying. As a visible 
expression of prosperity the News 
and Observer, of Raleigh, North 
Carolina, is going to treat itself 
to a new building the contract for 
which has already been awarded. 
The new building will be con- 
structed of granite and _ pressed 
brick and will be occupied en- 
tirely by the News and Observer. 





A BIG LONDON OPENING. 


When the new Waring’s estab- 
lishment near Oxford Circus, 
London, was opened lately, more 
than 800,000 persons attended, a 
solid week being given up to the 
event. Admission was by ticket 
only, visitors being required to 
apply for admission by answering 
the numerous newspaper adver- 
t'sements published in advance. 
No souvenirs were given away, 
and no other inducement offered 
than the opportunity to inspect an 
establishment which is the out- 
come, it is said, of more than 
200 years’ experience in retail 
business. Nothing was sold dur- 
ing the opening week, and visitors 
were entertained by concerts, an 
exhibition of completely furnished 
houses, and the furniture and 
fittings in two and a quarter miles 
of showrooms. Advertising for 
this unique event was conducted 
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Tue things that come to him 
that waits are usually those that 
nobody wants. 








LAST FLIGHT OF THE 
“RAV AVEN. ‘i 


Theodore Lowe editor of the 
Pasadena, Cal., Raven, has at last 
come to grief. Mrs. A. F. Martin, 
secretary of the Pasadena Pub. 
Co., which publ.shed the magazine, 
writes PRINTERS’ INK 

“* The Raven was nothing bat a graft, only 
published when he wished to beat people out 
of money. * * * The Raven is dead, and 
Theo. Lowe will never be allowed to publish 
it or any other magazine again if it is known.’ 

Rowell’s American Newspaper Di- 
rectory for 1906 accords the symbols 
(#4) to the Raven, the meaning of 
which is stated as follows : 


4+ The accuracy of this rating has been 
— by one or more persons who claim 
to have facilities for knowing the facts, and 1¢ 
is feared that the doubts expressed do rest 
upon a substantial founaation. 





YELLOW JOURNAL ENG- 
LISH. 


One of the New New York Sun's 
bright young men, noting the fre- 
quency with which certain words 
appear in sensational newspapers, 
has compiled the following help- 
ful glossary: 

Bandit—Any person guilty of crime 
against property for which the penalty 
is more than ten days in jail, 

3oudoir—-Any bedroom the rent of 
which is more than $1.50 a week. 

Burly—Adjective always applied to a 
male negro. 

College Girl—Any woman who _ has 
ever gone to school. 

Deal—Any business transaction in- 
volving more than $1,000, 

Globe Trotter—Anyone who has been 
to Hohokus, New _ Jersey, Kittery, 
Maine, or Peru, Indiana. 

Havoc—Good word to use almost 
anywhere. 

High—Adjective which must be pre- 
fixed to noun ‘“‘noon” in the account 
of a fashionable wedding. 

Hurtle—Verb describing motion of 
any falling object, especially a brick 
or a suicide. 

Juggle—What is always done with 
the funds of a bank or trust company. 

Prominent—Descriptive adjective ap- 
plied to farmers, plumbers and den- 
tists. 

Raffles—Any thief who wears a col- 


ar 
Slay—Synonymous with obsolete 
verb “kill.” 
Trust—Any money not owned by 
the proprietor, 
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TuHeE Vreeland & Benjamin Spe. 
cial Agency of New York and 
Chicago have been appointed for- 
eign representatives of the 
Wilkesbarre, Pa., Record. 








FOR THE INTERESTS OF 
PHILADELPHIA. 

The Merchants’ Guide, publish- 
ed weekly in Philadelphia, issued 
a ninety-four page special num- 
ber July 7, devoted to the pro- 
motion of that city’s manufac- 
tures and mercantile interests. Its 
purpose is to set before out-of- 
town merchants the many advan- 
tages of the Quaker City, and to 
this end leading houses are de- 
scribed, special railroad rates to 
merchants scheduled, and facili- 
ties made easy and _ tempting. 
Philadelphia makes claim to being 
the country’s greatest manufac- 
turing city, and an_ interesting 
comparison between her industries 
and those of New York and Chi- 
cago is given. 


A BIG PLANT. 


Street & Smith issue a hand- 
some brochure descriptive of their 
big new building on Seventh av- 
enue New York, a seven-story 
structure of great solidity, which 
they moved into some months ago. 
It houses both offices and me- 
chanical department. Entrance is 
on the Seventh avenue side. 
Offices are on the sixth floor, 
composing-rooms on the top floor, 
and $70,000 worth of paper stock 
is constantly carried on the fifth 
floor—enough to reach from 
tower to tower if laid along the 
Broooklyn Bridge. Reserve stock 
is also carried here. It is said 
that none of the Street & Smith 
publications are ever out of print, 
but that a copy of their first peri- 
odical, the New York Weekly, for 
a specified week fifty years ago, 
could be furnished instantly. The 
fourth floor contains the bindery, 
on the third are stored printed 
sheets, and on the second is the 
pressroom. Stock for newsdeal- 
ers is carried on the ground, 
where it is accessible, and com- 
prises 4,000,000 copies of books 
and periodicals. 
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WHAT everyone believes is 
worthy of serious consideration 
because the judgment of many is 
apt to be more accurate than the 
judgment of a single individual— 
but not always. Don’t be hasty, 
but if after careful consideration 
you are sure you are right and 
that the rest of mankind is wrong, 
sail your own course. That is 
the only way to discover whether 
you are a chump or a Columbus. 


In an editorial article entitled 
“Mail or Freight” the Metal 
Worker, Plumber and Steam Fit- 
ter says: “There are some.... 
who are vigorous supporters of 
the parcel post when they might 


better expend their energy in 
forcing express companies to 
make more reasonable rates. 
They seem to be unconcerned 


that the Government continues to 
show a deficit in its postal de- 


partment, which deficit is, of 
course, the result of carrying 
freight.” The Postoffice Depart- 


ment itself has never claimed that 
the rate charged on merchandise 
(one cent an ounce) was not 
remunerative. It has asserted re- 
peatedly that the deficit is due to 
the rate at which newspapers and 
periodicals are carried, one cent 
a pound. No one denies that the 
Postoffice Department loses 
money on every pound of news- 
paper mail transported but the 
reason for this is not that pub- 
lishers pay the Department too 
little but that the Department 
pays the railroads too much. As 
to the suggestion that those who 
favor a more liberal parcel post 
system might employ their time 
better in forcing express com- 
panies to make more liberal rates 
the answer is that the only way 
to accomplish this is to induce 
the Postoffice to make a more 
liberal rate. Any reduction in 
rates that the Government may 
make will be met by an equal or 
greater reduction on the part of 
the express companies, but until 
the Government reduces the ante 
the interests of which the senior 
Senator from New York is head 
will stand pat. 
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A GOOD THING. 


Man has no trouble with his hat 
when he travels. Woman_ has. 
But she has now found a friend 
in General Passenger Agent Cle- 
land, of the Northern Pacific, Mr. 
Cleland has evolved a tough pa- 
per receptacle, like a large bag, 
provided with a drawing string. 
Into this goes hat, gloves, veils, 
light jackets and other delicate 
feminine gear. The drawstring 
is drawn, the receptacle hung up, 
and when taken out at the end 
of a journey everything is clean 
and intact. These bags are now 
distributed to all women passen- 
gers on sleeping cars along that 
system, and their cost is offset 
by a small amount of advertising 
on the outside. 





ABOUT RAT-HOLES. 


Mr. B. D. Butler, manager 
general advertising for four daily 
papers which he designates as the 
“Clover Leaf’ or “The Good 
Luck Papers,” issues from no- 
where in particular a circular let- 
ter to advertisers in which he 
makes points of so much interest 
as to lead to reproducing it here. 
The papers Mr, Butler represents 
are issued in Omaha, St. Paul, 
Des Moines and Kansas City. 
Precisely where Mr. Butler is to 
be found the circular does not 
Say: 

Mr.——— . 
New York City. : ; 

DEar Si1r—Geo. P. Rowell says circulation 
is the number of perfect papers printed. — 

Thus doth the venerable authority mislead 
the advertiser into one of the worst “‘rat-holes 
that ever ruined an advertising campaign. 

This “rat-hole’? is UNPAID  CIRCULA- 
Tron, and down this “‘rat-hole’’ the adver- 
tisers of America have poured millions of 
dollars. : 

Newspaper circulations were never so in- 
flated as to-day. Perfecting presses are print- 
ing up white paper as fast as billion dollar 
trusts can make it. Forests are being denuded 
to make a white sheet each year that is big 
enough to rap up mother earth like a California 
orange. 

We know who pays these bills. You have 
paid your share and for that reason this letter 
will interest you, 

Don’t blame the publisher. 
no less than yourself. 

But there are causes for this frenzied circula- 
tion of the present day. 

There are several. 

One is keen competition between publishers. 

Another is the insane demand of advertisers 
for big and ever increasing circulation figures. 

Another is cheap white paperand marvelous 


He is a victim 
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perfecting presses that print newspapers a 
thousand in two minutes. 

But the main reason is that advertising rates 
are high while white paper and printing are 
cheap, and, therefore, the publisher can print 
at a profit just as many papersas the advertiser 
will pay for. 

Once upon a time a smart publisher figured 
out this profit and loss proposition on a 10- 
page newspaper containing 30 columns of ad- 
vertising. 

Expense, Receipts. 

“Advertising,” 30 col- 

umns, 600 inches, at 
Y%c.per inch per thou- 
sand circulation....... 

Expense white paper, ink 

and printing a ten-page 
paper per thousand.... 

Circulation on same by 

mail or distribution by 
Carrier. ..0. wesieeneoese 


$9.00 


$4.00 


2.00 
6.00 

POH besa ciinswets can skce eccsces $3.00 

And why wouldn't the publisher give the 
advertiser all the extra circulation the adver- 
iser wants? 

But printing papers, even if these papers are 
actually distributed by an expensively main- 
tained organization of employees and agents, is 
not CIRCULATION, 

TRUE CIRCULATION is the number of 
papers sold and paid for, and such circULA- 
—— is the only kind the advertiser can afford 
to buy. 

This is the true test of QUALITY in circula- 
tion, does a reader pay cash for his paper. 

In closing I wish to say that the St Paul 
oe News has only QUALITY CIRCULATION 
tosell, and we guarantee advertisers that its 
total net paid up circulation every day is larger 
than any other newspaper in St. Paul, without 
regard to any circulation figures that are now 
printed and accepted by advertisers and 
agency directories to the contrary. 

This isa pretty strong claim, but we want 
somebody to disprove it. It may start the fur 
flying but we will locate the ‘‘rat-hole’”’ while 
we are on the subject of ADVERTISING “‘RAT- 
HOLES,” Yours very truly, 

B. D. Buter. 





LONDON PUBLISHERS 
ORGANIZE. 


London publishers have organ- 
ized the London Newspaper Pro- 
prietors’ Association to diminish 
cost of news-gathering and regu- 
late advertising matters, such as 
agents’ commissions, rules, etc. 
Some of the members are: 


Reginald Nicholson, Daily Mirror; Ernest 
Parke, Leader and Star; F. J. Higginbottom, 
Pall Mall Gazette; Holt Thomas, Graphic 
and Daily Graphic; John Hood Lingard, 
Weekly Dispatch; G. W. Mascord, Liloya’s; 
C. A. Gray, The People; F. Rowe, The 
Referee; E. Hudson, Country Life; W. Will, 
Sporting Life; Henry Lawson, Daily Tele- 
graph; E. E. Peacock Morning Post; Ken- 
nedy Jones, Daily Mat’; E. H. Johnstone, 
Standardand Daily Express; Harry Marks, 
M. P., Financial pe, G. A. Hart, Finan- 
cial Times; G. A, Kiddell, News of the 
World; Neil Turner, Daily Chronicle; S. A. 
Barrett, Tribune, 
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BROAD-GAUGE ADVER. 
LISING. 


To the student of advertising, 
one of the most interesting and 
significant phases ot its develop- 
ment is the modern tendency to- 
wards what, for want of a better 
name, may be called broad-gauge 
advertising, meaning advertising 
that is done not to promote the 
welfare of a single individual, but 
for the common good of a trade 
or community whose interests are 
identical. 

In the early days of the art an 
advertisement was the voice of a 
single individual proclaiming the 
merits of his own goods, often 
coupled with a warning against 
similar goods sold by competitors, 

This one-man advertisement is 
still the commonest form of pub- 
licity, but among advertisers, 
nowadays, the knocking of a com. 
petitor is considered not only bad 
torm, but bad business. 

Within the past decade a new 
form of advertising has developed 
—the broad-gauge kind, Lhe 
broad-gauge advertiser reasons 
thus: Advertising in its ultimate 
analysis is simply the art of 1m- 
pressing the public with the merits 
of the thing advertised. Here we 
are, ten, twenty, a hundred of us, 
all in the same line of business, all 
endeavoring to induce the public 
to buy the kind of goods we man- 
ufacture or sell, but each of us 
going about it in his own way 
without reference to what the 
other fellows, whose interests are 
identical with our own, are doing, 
We get together at conventions, 
and at the club and talk over 
business conditions and how they 
can be improved by concerted ac- 
tion, and in general work to- 
gether for our common good; but 
when it comes to advertising, off 
we go each man for himself. 
Wouldn’t it be better if we got 
together in our advertising, com- 
bining our ten, twenty or a hun- 
dred little ads into a series of big, 
impressive announcements _ that 
would tell our story better and 
more fully than anyone of us 
could afford to tell it alone? The 
answer would seem to be that in 
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many cases it would, judging 
from the growth ot broad-gauge 
advertising in recent years, 
PRINTERS’ INK has from time 
to time chronicled examples o: 
advertising ot this sort, There 
is the case, for instance, of the 
publishers of New York City who 
tor the past two years have raiseu 
a fund ior the purpose of adver- 
tising in the daily papers each 
December the appropriateness ot 
books for Christmas gifts. No 
publisher is mentioned in any of 
these advertisements nor is the 
title of any particular book given, 
but the changes are rung on the 
one text: “Why not Books tor 
Christmas?” It cannot be doubt- 
ed that the effect of these adver- 
tisements, printed every day just 
when people are thinking ot 
Christmas giits, has diverted to 
the bookstores money that might 
otherwise have been expended in 
the purchase of articles from the 
sale of which the publisher would 
have derived no benefit. 
Another case is that of the 
dealers in electrical supplies who 
bave raised an advertising fund 
for the purpose of preaching the 
advantages of electric illumina- 
tion, and the manifold applications 


of the electric current in the 
home, ofiice and factory. If (they 
reason) we can induce the 


householder who now uses gas 
for illumination and culinary pur- 
poses to. substitute electricity, 
and if we can induce the manu- 
facturer who uses gas or steam 
for power to do likewise, we will 
increase the demand for the 
electric appliances we sell, and 
we can do this better by all work- 
ing together than we can by each 
of us endeavoring to conduct a 
little campagin of education on 
his own account. 

In other lines of business ex- 
amples of groad-gauge advertis- 
ing are continually cropping out. 
A number of leading hotels of 
Atlantic City, for instance, have 
combined their little bids for pat- 
ronage into one large announce- 
ment that usually dominates the 
page on which it appears. This 
omnibus advertisement sets forth 
the advantages of Atlantic City 
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first and then gives the names and 
addresses otf tne hoteis contrib- 
uting to the advertising fund. 
Probably most ot the readers ot 
these announcements write to all 
of the hotels mentioned for rates, 
but this happens even when hotels 
advertise each on its own account, 
‘Lhe advantage ot the omnibus ad 
is two-iold: its size compels at- 
tention and, since as a rule news- 
papers grant the best positions to 
the biggest patrons, it 1s sure of a 
good location. Moreover, the 
hotels that advertise in this way 
can take advantage of larger 
space discounts that they would 
not be able to profit by if each 
advertised on its own account. 

There seems to be no good rea- 
son why the omnibus ad should 
not be used to advantage by more 
than the few pioneers who have 
thus far availed themselves of it. 
the one factor that more than 
any other has contributed to the 
success of mail-order houses and 
department stores is their persist- 
ent, intelligent and almost prod- 
igal use of printers’ ink. The 
small tradesman is apt to feel 
that single-handed he cannot com- 
pete in the pages of a newspaper 
with a competitor who uses col- 
umns to his inches, but if a dozen 
or twenty small stores in different 
lines of business, but in one neigh- 
borhood, would unite in a single 
omnibus ad they could to a great 
degree offset the advantage which 
the use of big advertising space 
confers on their more powerful 
rivals, 

The newspaper man who sees 
in this suggestion a_ possible 
means of developing his advertis- 
ing patronage is welcome to use 
it. At the same time the plan 
outlined applies to newspapers as 
well as to their patrons. PRINT- 
ERS’ INK is read by 15,000 adver- 
tising men every week. To send 
even a postal card to these 15,099 
dispensers of advertising patron- 
age would cost $150 for postage 
alone; to send a postal card every 
month for a year would cost 
$1,800. For a little more than 
one-quarter of that amount—to 
be exact, for $480—it is possible 
to print a page advertisement in 
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PRINTERS’ INK once a month for 
an entire year. If ten good pa- 
pers in any one State would chip 
in $48 apiece they could reach 
15,000 advertisers once a month 
through the columns of the Little 
Schoolmaster. If the,space pur- 
chased was used to set torth in a 
convincing manner the reasons 
why that particular State is a 
good field for the general adver- 
tiser to cultivate and why those 
ten papers are good mediums for 
him to use, it is morally certain 
that at the end of the year the 
new business obtained by means 
of the omnibus ad would be many 
times in excess of the $48 it 
would cost to obtain it. Corre- 
spondence is invited from  pub- 
lishers to whom the suggestion 
herein made appeals. 
—_+o9—__—_—- 


DON’T BE TOO ORIGINAL. 


A really original advertisement is 
like a new word—the people don’t 
understand it. They require time to 


familiarize themselves with it and grasp 
its meaning. On the other hand a plain, 
everyday common sense sort of an- 
nouncement that sets forth facts c'early 
captures both the attention and_ the 
cash of the reader. There has not been, 
and there will not be. any sort of ad- 
vertisement so effective as one that 
tells the story of the goods and the 
store in the fewest, p!ainest words 
that will convey the exact meaning de- 





sired.—Michigan Tradesman. 
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A BIG TRUST COMPANY’S 
PUBLICITY. 

For some months now thee 
have appeared, in papers like the 
New York Sun, Times, Tribune 
and Evening Post, some small ad- 
vertisements for the Trust Com- 
pany of America that hold the 
attention by the rather unhack- 
neyed way in which they set forth 
conventional service features of 
such a corporation. The copy 
deals with letters of credit, fidu- 
ciary service, the management of 








‘*DEATHLESS Persons” is what 
the law.calls corporations, 
This practical immortality 
makes the trust company 
a better and safer executor 
of a will than an individual, 


The Trust Company of America 


135 BRoapway, NEw York 


86 Wall Street. New York 
—— {3 Gresham St.. London. E C. 














estates, the sate-keeping ot valu- 
ables, checking accounts and so 
forth. But there is a fresh note, 
and as the ads appear several 
times a week, top or bottom of 
collumn on news pages, they have 
served to make the company very 
well known in New York City 
in a short period, 

The Trust Company of Ameri- 
ca is new, in one sense, being the 
merger of three trust companies 
that was affected about a year 
ago. It is one of the three largest 
in New York, having $70,000,000 
of assets, and does business down 
in the financial district, near Wall 
street. The man responsible for 
its advertising is Carleton Bunce, 
assistant secretary, who determin- 
ed to get out of the financial rut 
when the company took up the 
advertising question after its 
merger. 

“Advertising expenditure was a 
matter of course to such a com- 
pany,” said Mr. Bunce the other 
day. ‘Usually a new company 
goes into the financial pages. You 
have no idea how much money 
can be sunk in these pages of the 
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New York dailies—$30,000 a year 
4S a reasonable cost lor lnancial 
cards that are practically buried. 
We thougnt tuat something ougnt 
to be secured as return tor such 
an expenditure, so these an- 
nouncements, two inches square, 
in preterred positions on news 
pages, have been used instead. As 
to the attractiveness of the copy, 
that is due to our staff as a 
whole. We all write advertise- 
ments, and twenty-five or more 
are approved at a time and set up 
for imsertion in regular order. 
While each ad says something 
about service, we believe the chier 
value of the publicity is in mak- 
ing the company’s name known 
to the public. ‘Lhere are dozens 
of trust companies in this city, 
but few widely known. Uptown 
the Lincoln Trust Company has 
become conspicuous through 
street-car and other advertising, 
but as we are away from the resi- 
dence district, and right in the 
heart of the financial community, 
with its  conventionalities, the 
newspapers seemed to have a de- 
sirable degree of dignity for us. 
Do the ads pay? Well, they cer- 
tainly get more attention than a 
card on the financial pages would, 
We ask people opening new ac- 
counts how they first- heard of 
us, and get evidence that these 
newspaper ads are making 
friends. ‘It seems to me,’ one 
new depositor said yesterday. ‘that 
the Trust Company of America is 
the only one I’ve heard of the 
past few weeks.’ As for tracing 
so much new business to each pa- 
per, that is out of the question. 
But we are satisfied that there is 
a genuine and profitable return.” 

Some of the ads that have ap- 
peared in this series are as 
follows: 





Before you sail for Europe provide 
for your expenses abroad by obtaining 
a letter of credit from us. Such a 
letter is as good as money in any part 
of the world. 

Money talks, and it says to the hold- 
ers of our letter of credit, “Don’t 
worry, I’m here.” With such a letter 
you can get money in any part of the 
world. 

A great machine is at your service 
when you employ a corporation as 
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agent or attorney, and it is always 
running. — : 
There is safety in a multitude of 


counsellors, and the many minds of a 
corporation are so many guarantees ot 
good service. 

No one man performs so well the 
duties of agent or legal representative 
as do the many men composing a cor- 
poration, 

Collecting rents is one of our duties 
as trustee of real property. We remit 
money or place to your credit, 

England is distant, but you find us 
doing business in London, just the 
same as in New York—that 1s, doing 
it well. Funds cabled to or from either 
office. 

Heirs who inherit real property often 
find its care burdensome. We can 
manage it and collect or pay over the 
rents. 

New York is like London in that we 
do business in both cities, and your 
affairs are equally safe in either when 
confided to us. 


When you travel get from us a 
letter of credit, available throughout 
the world. It identifies you and se- 


cures you funds without trouble. 

Executors give bonds, but these offer 
nothing like the security afforded by 
the resources of a great trust company. 
This company’s responsibility amounts 
to over $12,200,000. 

“Plans o’ mice and men gang aft 
agley” sang Robert Burns, but corpora- 
tions make plans involving the con- 
tinuous work of successive generations, 
We can thus accept trusts extending 
over several lives. 

Your attorney may die, leaving no 
record of his do‘ngs as your agent. 
We never die, and always keep ac- 
curate records. 

Death comes to all save corporations, 
and for this reason among many others 
a trust company makes a better execu- 
tor or administrator than an individual, 

Credit is a good thing to have— 
at the grocer’s, at the butcher’s, and 
with the ice-man—but it is indispens- 
able when traveling. We give circu- 
lar letters of credit that may be used 
anywhere. Inquire. 

A single excutor is but a single man, 
A corporate executor is as many men 
as due performance of the trust re- 
quires. 

Good investments are not always 
easily found. While waiting to invest, 
place your money with us, where it 
will accumulate for your benefit. We 
pav interest. and vour deposit may be 
subiect to check. Inquire. 

Come to us for aid whenever you 
are weary of the care of your reality. 
We take charge and collect and pay 
over rents, 

Our letters of credit are the trav- 
eler’s best security against trouble or 
embarrassment arising from want of 
funds. Get one before you go abroad. 

Portable treasuries are what our let- 
ters of credit really are. Provided 
w'th one, you will find your European 
trin free from care. f 

Personal accounts, interest-bearing 
and subiect to check, can be opened 
‘either at our main office or at our 
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Wall street branch, whichever you may 


find most convenient. Inquire, 
Must you leave in a hurry? Then 
leave the collection of your income, 


the safeguarding of your securities, and 
the care of your valuables in trust- 
worthy hands. We do all these things, 
and more, 

$10,000 reward is a conservative esti- 
mate of what it costs New Yorkers to 
recover lost or stolen valuables every 
year. If they had been deposited with 
us, they would not have disappeared 
and no reward would have to be paid 
for their recovery. 

The Atlantic is wide, but we are to 
be found on both sides of it—in New 
York and in London—ready, able and 
willing to attend to your interests. 

Travel where you may, our letters 
of credit will assure you a constant 
supply of funds. They are good all 
over the world, 


The numerous excellent an- 
nouncements referring to letters 
of credit were printed during the 
spring and summer months, when 
European tours are uppermost in 
the minds of everyone in New 
York, and especially large num- 
bers of tourists passing througn 
the city. But concentration ot 
advertising on such a detail would 
probably bring results to a bank 
or trust company in any important 
city during the proper season, 

“We will do anything creditable 
to get business,” says Mr. Bunce. 
“One of the first advertising de- 
vices put into operation was our 
telephone pad. For some time we 
have had these printed for our 
own use. They lie near the 
*phones, and have blank spaces 
upon which to write the name of 
any person calling up one of our 
staff who is not in the office at 
the moment. as well as the tele- 
phone number of inquirer, the 
date, the hour, and any message 
that may be sent. We wrote to 
8.500 apartment houses, hotels and 
business houses having a private 
telephone exchange in New York, 
enclosing a blank from one of 
these pads, stating that we had 
found it a useful device, and ask- 
ing if they would care to be reg- 
ularly supplied. Reply _postals, 
prepaid, were enclosed also. We 
got back 6,000 requests, and now 





supply these pads regularly 
through a special delivery de- 
partment. Each blank bears our 


advertisement—inconspicuous, but 
put into the hands of thousands 
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of good people in the apartment 
houses ot this city. Whenever a 
resident of an apartment house is 
called up, and is not in, and the 
telephone attendant takes a mes- 
sage, our advertisement goes into 
the party’s hands with that mes- 
sage when delivered. The paste- 
board back on each pad gives our 
address and telephone number, 
and tells how to apply to us for a 
new supply. We are considering 
the scheme of making this back a 
complete order card, with our ad- 
dress on one side, and place for 
stamp, and order blank on the 
other. If this is against postal 
regulations we may slip a reply 
card into the pad. 

“Another successful novelty of 
this sort is a memo pad we supply 
to 3,000 attorneys in New York— 
not a cheap one, but printed on 
good paper, with leaves of ample 
size, and well printed. Thus our 
name is before people who are 
nearest to bankruptcy proceedings, 
the settling of estates and fidu- 
ciary matters generally. Like all 
live financial corporations, we de- 
pend much on personal solicita- 
tion of business. Our solicitors 
say that these pads on lawyers’ 
desks are often exactly the thing 
that enables them to start a con- 
versation agreeably, and that we 
are usually known.” 








OUTDOORS AND INDOORS. 


Consider the Advertising Solic- 
itor: 

Now drawing a fat salary and 
robed like the lilies of the field, 
or again the lean, thin promotion 
department of some publication 
that nobody is foolish enough to 
advertise in, humbly going about, 
seeking the unfindable on com- 
mission, a camp-follower of Pub- 
licity ; 

Now dining with commercial 
princes, a valued strategist; again 
subjected to the indifference and 
contumely of small men in great 
places—— 

Consider him: 

He is to the old advertiser, and 
the new. and the man who has 
never advertised and doesn’t be- 
eve in it, and the man who once 
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advertised and quit and doesn't 
believe in it either—he is to all 
of them at once the rose and the 
thorn. 

Here he criticises old-fashioned 
business methods and converts by 
shame or apprehension; tnere he 
plans, constructs and makes his 
point by arousing ambition; he is 
at once the b.ting irritant and the 
balmy anodyne, an optimist or 
pessimist, approver or disprover, 
good Samaritan or Job’s comtort- 
er, as the case may demand; 

lo the publisher and the agen- 
cy he is so widely useful and nec- 
essary that no wonder he has 
frequently been mistaken for the 
whole thing, 

* * 

“A stromg soliciting agency” is 
the phrase often applied to cer- 
tuin advertising agencies. ‘Lhese 
are ever in the limelight. Their 
names bob up in the advertising 
news. ‘Their officers and staff are 
among those present at all adver- 
tising banquets. Their advertis- 
ing beliets become propagandas, 
and in all that world ot outer 
darkness where exist, somehow, 
the business houses that have 
never advertised, they are looked 
up to as the king pins, the bright 
examples of the advertising situa- 
tion. They perform _ brilliant 
deeds in this outer world, making 
converts with the skill of Jesuits. 
Is there a rock-ribbed manufac- 
turing concern, famous for its 
pig-headed stand against adver- 
tising, tradional for its success 
without publicity? Some morn- 
ing you wake up to learn that the 
strong soliciting agency has per- 
suaded it to make an advertising 
appropriation—to repent and turn 


its methods upside down. The 
strong soliciting agency is re- 
nowned for its “creative meth- 


ods.” Its function is not to work 
upon the clients of other agen- 
cies, winning over business houses 
that are already advertising, but 
to illumine the non-advertising 
world of outer darkness, and 
make advertisers where there 
have never been any before. 

You seldom hear much about 
the inside of such an agency, 
however—it is all outdoors, all 
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on parade. And here lies the 
dark side of the picture. 

The announcement that the 
Strong Soliciting Agency has 


won over an old conservative tex- 
tile house fills several pages in an 
advertising journal. A tar more 
significant announcement  occu- 
pies three lines in small type in 
an obscure corner, and is to the 
effect that such-and-such a con- 
vert, made by the strong solicit- 
ing agency two or three years 
ago, has transferred his advertis- 
ing account to some agency not 
identified with startling promo- 
tion and creative methods. 

While the conspicuous agent, 
with his brilliant methods, has 
been converting new proselytes 
to advertising, “this less conspic- 
uous agent has been quietly build- 
ing up a copy department, a rate 


department, an art staff an or- 
ganization to take care of mer- 
chandis:ng and distribution, Far 


from being strong on promotion 
work, he may otten be his own 
solicitor, and find very little time 
to look about for new business. 
Where the strong soliciting agent 
has built up outdoors, he has 
built indoors. The former has 
perfected himself in the after din- 
ner story and the loud ha! ha! 
The latter has made of himself a 
ready writer. The outdoor agent's 
chin is double, and his waist line 
expansive; his grasp is strong 
and cordial, and he is a good 
fellow. But the agent who event- 
ually got the account and can 
hold it has no waist line.  Ilis 
chin is a right angle. His abste- 
mious habits cast a gloom where 
the wine flows, and his strongest 
point is that his brow bulges. 


* * * 
May heaven long spare the 
strong soliciting agent, for he 


makes business. If he could hold 
it as ably as he gets it, his agency 
would grow into such an_ insti- 
tution as will probably never, 
under present conditions, be built 
up under the sun. He would have 
all the accounts there are, and his 


nlant would resemble the Steel 
Trust. Such an institution tight 
be built up also by the agent 
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whose brow bulges were he able 
to get accounts as well as he 
keeps them. But he never is. It 
might be built up in a third way. 
These two typical agents could 
form a merger. But they never 
do, because, while each is neces- 
sary in his sphere, each is also 
antagonistic. The plodding ways 
of the agent who devotes his time 
to indoors would drive the strong 
soliciting agent to something far 
stronger than White Seal. The 
brass band methods of the out- 
door agent, on the* other hand, 
would fritter away the margin 
that goes to support efficient ser- 
vice departments, and unseat the 
reason behind the bulging brow. 
They will never get together, 

The Advertising Solicitor is a 
good thing. 

But there can be too much of 
him. 

As a pioneer nothing will re- 
place him. But advertising is only 
part pioneer work, and when he 
degenerates into the monkey's 
hand that pulls chestnuts out ot 
the fire for somebody else; when he 
is a good man to have, but not 
to hold; when the front door of 
him leads right out the back door 
—then it is .time to consider re- 
duction of waist line and develop- 
ment of forehead. 


CONFIDENCE. 

It is stated that William Ostrander 
made a profit of nearly one thousand 
dollars per day during 1905, and this 
immense profit is the outgrowth of a 
business which less than ten years ago 
did not yield two thousand do!lars a 
year. Mr. Ostrander never realized the 
possibi‘ities of his business at the start, 
but he had nerve. There are thousands 
of schemes lying dormant to-day which 
are capable of earning just as much as 
did that of Ostrander’s, but these 
promoters lack the “nerve” to do the 
work which made him a_ success.—Ad 
vert.sing Chat. 

a ge a 
PROTECT SONG BIRDS. 
The New York Zoological 
issues posters, made of durable 
calling attention to the recent 
ment to the penal code in New 
State, which forbids unnaturatized 
eizners from carrying guns. or 
other dangerous weapons at any time. 
These posters are furnished free of 
charge to all persons having country 

homes, ete.—Leslie’s Weekly. 


TO 
Society 
cloth, 
amend- 
York 
for- 
any 
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THE DEPARTMENT STORE 
A BIG OUTLET FOR LIT- 
ERATURE. 

Hundreds ot manufacturers 
who supply goods to the great 
department and dry goods stores 
might profit by their tacilities tor 
distributing advertising literature 
with next to no trouble at all. 
the only thing to be done 1s ask 
these stores how much literature 
they want, and then have it 

printed. 

“Pshaw! ‘They'd throw it in 
the turnace,’ says the average 
manufacturer to himself. This is 
a w.despread impression. But in 
most cases it seems to be wrong. 
‘the advertising manager of a 
large Western department store 
says from one years end to the 
other he is on the hunt for 
printed matter to put into bundles 
and to use as envelope fillers. 
Kvery manufacturer of an article 
with a story to tell is canvassed 
for literature, but in many cases 
the response is slow, and in others 
it never comes. Cost of effective 
circulars or folders, with the 
store’s card on them somewhere, 
would not be great. This is not 
the drawback, but the fear that 
printed matter will be wasted. 
Even manufacturers who spend 
money for magazine space and 
mailing campaigns will often re- 
fuse to furnish appropriate matter 
to the stores. Yet in this very 
store it is the rule—as in others 
of the same class—to instantly 
discharge a bundle wrapper or 
inspector whe so much as throws 
one piece of pr.nted matter away. 
This seems a hard regulation, but 
it indicates the respect that big 
stores have for advertising liter- 
ature, and their recognition of the 
fact that the only way to get any 
return out of it is through con- 
scientious distribution. 

A few figures as to the trade of 
this store and its charge accounts 
demonstrate its importance as an 
advertising medium for the man- 
ufacturer whose goods are on its 
shelves. Between 15,000 and 20,- 
000 purchases are wrapped up 
daily, and into each of these 
bundles is a descriptive circular 
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of one thing, a novelty that will 
make an impression and create 
desire for itself. All the materials 
for a gown are advertised in tne 
newspapers. When the woman 
has tabric wrapped up and sent 
home, then is the psychological 
time to talk to her about new 
hooks, braids, snap fasteners, etc. 
‘Lhis same store likewise has 3%,- 
000 charge accounts to which 
every month bills are sent. So 
fully 40,000 envelope fillers can be 
distributed monthly, or a_halt- 
million a year. ‘he bundle de- 
partment can absorb from four 
to six million pieces of printed 
matter yearly. ILhis is only one 
store out of thousands. 


Such distribut.on would not 
only be given faithfully, but in 
certain instances the manufac- 


turer could arrange with speci- 
fed departments to distribute his 
literature at the busiest season in 
his line. If he made a new rub- 
ber, for instance, the shoe depart- 
ment would be glad to put his 
folders in every shoe bundle dur- 
ing the wet months of spring and 


fall. It would be just as well with 
such merchandise to distribute 
over the whole store, confining 


the campaign to a specified sea- 
son. But with articles of narrow- 
er interest he could get as close 
to his own kind of purchasers as 
the various departments in a large 
store do, with their divisions and 
re-divisions, 

Here is a big, cheap, productive 
advertising medium that is not 
working as it should, because it 
has not all the literature it can 
distribute. Why hasn’t it? Be- 
cause the average manufacturer 
assumes that the big store would 
not distribute what he provides. 
Wouldn’t it be well to inquire into 
this assumption, and either dis- 
prove or verify it? It would seem 
a very profitable thing to do if 
one were a manufacturer. 

eee ee ee 
BRIGHT. 


trill Brothers, of New York, send 
to each name on their list a postal card 


from Paris contain‘ng a pcture and 
the following statement: . 
“Greeting from a member of Bri!l 


Brothers, who is now abroad in search 
of new styles and ideas for men’s 
wear.’’—Advertising, 
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NO ADVERTISING METHOD IS 
ABSOLUTE, 

Different men in the same line of 
business, even in the same _ neighbor- 
hood, who follow apparently opposite 
methods, succeed. Some people tell 
you always to advertise the price ot 
the goods you wish to dispose ot; others 
tell you to arouse curiosity by giving 
everything in detail but the price, ana 
I tell you that neither method will ap- 
ply to all cases. 

Foods and wearing apparel are neces- 
sities and people must have both; bar- 
gains are always appreciated by the 
public, and often it is best to state the 
price, both in your advertisement and 
by fastening the price cards on the 
goods which are displayed for sale, put 
suppose you have a new article otf 
clothing, something better and _ higher 
in price than the goods that your cus- 
tcmers have heretofore been in_ the 
habit of purchasing from you, if you 
state the price it will scare off many, 
who if they could first be shown the 
goods, have their superior qualities ex- 
plained and in this way convinced, 
would have become purchasers. 

If the Dey Time Recording Co’, ot 
Syracuse, N. Y., were to state in their 
advertisements, that every factory need- 


ed a clock by which the employees 
would be compelled to _ register 
the time they began and quit work, 


and that the price of the clock was 
upward of $100 and that for every 
hundred people you would need an ex- 
tra clock, it would prevent many pos- 
sible patrons from investigating further. 
But the price is not mentioned, but 
enough facts are given in the adver- 
tisement to arouse the curiosity of the 
prospective customer and to cause him 
to write for more information; then 
the concern has an opportunity to pre- 
sent facts showing him that while the 
cost of the clock seems high, it is in 


fact extremely cheap for the service 
it renders.—F. L. Jones, in General 
Information. 

OBSTACLES TO BRITISH BOOK 


ADVERTISING. 

There is a great obstacle in the way 
of the book publisher who wishes to 
frame his advertising on original lines, 
that is the opposition of the mewspa- 
pers themselves. Thus, most of the 
London and provincial dailies st.ll ad- 
here to the antiquated rule of ‘no 
blocks.” One glaring instance of this 
is to be found in what one would have 
thought a most unlikely source—the 
Daily Mail-—and in this case it is the 
more inexplicable, as its publishers’ an- 
nouncements appear on the front page, 
where the bold and often vulgar blocks 
of the soap or pill maker are allowed 
wthout stint, while a_ tasteful orna- 
ment, or facsimile of a book cover, 
such as a publisher needs, is tabooed 

The Telegraph and one or two of 
the older dailies are just as arbitrary, 
but this is less surprising. A few of 
the London dailies are more considerate 

notably the Daily Chronicle, Dailv 
News, and the Westmnister, but it is 
surely time that all of them ceased to 
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check the efforts of those publishers 
who wish to give their announcements 
greater variety and attractiveness. 

In the provinces these old-fashioned 
restrictions are just as prevalent. ‘Lhe 
Manchester Guardian, the Yorkshire 
Post, Scotsman, Glasgow Herald, and 
Irish Times—to give only a_ few 
instances—st !1 forbid modern display 
or blocks of any kind in publishers’ 
announcements.—British and Colonial 
Printer and Stationer. 








Advertisements. 


All advertisements in ‘Printers’ Ink” cost 
twenty cents a line for each insertion. $10.40 a 
line per year. Five per cent discount may be 
deducted wf paid for in advance of publi- 
cation and ten per cent on yearly contract 
puid wholly in advance of jirst publication. 
Display type und cuts may be used without 
extra charge. but tf a specified position is 
asked for an advertisement, and grauted, 
double price will be demanded. 


WANTS. 


f(T HE circulation of the New York World 

morning edition, exceeds that of any other 
morning newspaper in America by more than 
100.000 copies per day 


W INDOW dresser whocan write show cards. 

do general decorating and act as sales- 
man in rush hours. State experience in full. 
HAPGOUUDS, 30) Broadway, N. 


YONCERNING TYPK—A Cyclopedia of Every” 
day Information for the Non-Printer Aaver- 
tising Man, get typewise’”’:; 64 pp., 50c. postpaia, 
ag’ts wanted. a.8.'ARNELL, 150 Nassau St.. N.Y. 


7] ANTED—A position on the advertising staff 

of some good live daily. Can write and 

lay out copy in approved manner, thus torcing 

new business an retaining old. Address 
“Kesults,” care Printers’ lnk. 


CIRCULATION MAN WANTED 


on large, progressive and well-established week- 
ly of genera) circulation. Must have experience 
in subscription work and be able to plan and 
carry out active Campaign. | xcepticnai oppor- 
tunity for right mas. State experience and full 
particulars. Address 444, care of Printers’ Ink. 





J] ANTED—To get in touch with small recog- 
nized newspaper advertising agency anx- 
ious to grow. Willing to buy such a business if 
of the rigat ste and m:nned intelligently. 
M. L. S'EPHENS, Room No, 110 F enna. Bldg., 
Wilmington, Del. 


RTIST WANTED—Extraordinary opportu- 
nity for general all-around artist to take 
charge of Art Department in large, progressive 
newspaper and job office in beautiful city within 
300 miles of New York. Address, with full par- 
ticulars, “ARTIST,” care of Printers’ Ink. 


V 7 ANTED—An experienced and practical man 
, to manage a job and pvewspaper plant, 
witha daily and weekly paper; doing an annual 
business of over $25,000. Desire party able to buy 
an interest and take full charge of the business. 
For particulars address “L 23.” care Printers’ Ink 


VERV ADVERTISER and mail-order aealet 

4 shouia read THE \\ ESTERN MONTHLY. an ad- 
vertiser’s magazine. Largest circulation ot any 
advertising journal in america. Sample copy 
free. THE WESTERN MONTHLY, 815 Granu 
Ave., Kansas City, Mo. 

Neos REPORTERS--Bright young 

men who know wbat news is and how to 
write it, send for booklet No. 7 about positions 
FERNALD’S NEWSPAPER MEN’S EXCHANGE 
(estub. 1898), Springfield, Mass. 

*ALESMEN WANIED and Business Opportu- 
K nities in every corner of the United States. 
Read the quaintly ilustrated Classified rages in 
KVERYBODY’S MAGAZINE—Americ®’s Great Clas- 
sified Medium-—three million readers. 

Have You Something to Sell? Send for ‘How 
to Advertise in a Small Way Successfully”? and 
other free booklets THE RIDGWAY THAYER 
COMPANY, 31 E 17th St., New York. 
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NGAGEMENT wanted as advertising manager 
in commercial nouse, or 48 assi-tant. Have 
selected media and placea all the magazine and 
newspa) radvertising for the largest house in 
its line in the country, for the iast ten years. I 
am apractical job printer, understand engrav- 
ing processes and the preparation of booklets, 
folders and catalogues. ell —, a geod 
organizer, and not “top heavy.” “J.S M.,” care 
trinters’ In’ 
D- WRITER and comme cial artist, at present 
employed, desires position with manu- 
facturer or retailer, or in the copy department 
of an agency or trade pa) Six years experi- 
ence preparing advertising matter for machi- 
nery, food products, hardware. mail-order 
specialties, etc. Thorough understanding of 
printing, engraving, estimating and catalogue 
work. Newspaper, agenc and magazine train- 
ing. “G.,” care Printers’ Ink. 


was TED—Clerks ana others with common 

school educations only, who wish to quai- 
ity for reaay positions at $2) a week and over, to 
write for free copy of my new prospectus ana 
endorsements from ijeading concerns every- 
poe: One graduate filis $8,000 place, another 
$5,000, and any number earn $1,500. The best 
Slothing. adwriter in New York owes his suc- 
cess within a few — to my teachings. De- 
mana —— ssupoly 

GEOR OWELL Advertising and Rust- 
ness come. tis" Metropolitan Annex, New York. 


Y YOUNG MEN AND WOMEN 

of ability wno seek positions as adwriters 
and ad’ managers should use the ciassified co!- 
umns of Printers’ INK, the business journal for 
aave:tisers, published ‘weekly at 10 Spruce St., 
New York. Such advertisements will be inserted 
art 20 cents per line. six wordsto the line. !’RINT- 
RRs’ INK 1s the best school for advertisers, and it 
reaches every week more employing aavertisers 
than any other publication in the | nited States 


Open for Engagement 
by Reputable 
Manufacturer or 
Advertising Agency. 


A man with eight years’ selling and mana- 
gerial experience. 

Having a wide and diversified fund of in- 
formation, covering commodities and their 
marketing to Jobber, Retailerand Consumer. 

Trained in all phases of Publicity, and pos- 
sessing an accurate knowledge of details of 
all trades and professions associated with 
same. 

A writer of ‘‘Salesmanship’’ copy that 
* pulls.” 

A manager and an executive, proficient in 
selecting nediums, buying space, etc., whois 
giving satisfaction to present employers. 

$1,800 a year to start. 

Highest references; interview arranged. 
Address ‘‘F. M. W.” care of Printers’ Ink. 
ILLUSTRATORS A ND ILLUSTRATIONS 

DVERTISING Cuts for Retailers; good;cheap. 
HARPER ILLUS, SYNDICATE, Columbus, O. 
PHOTO-ENGRAVING. 
HOTO-ENGHAVERS, Designers. price list and 
samples sent on ren: SfANDARD EN 
Gk AVING, CO., New i. 


1,000 -16-PaGE 
BOOKLETS 
FoR $25.00 


MORE BOOKLETS FOR MORE MONEY. 


Size to fit in 634 envelope. First-class 
printing and fine paper. Send for sam- 
ple. Address PRINTERS’ INK liens 
45 ttose Street, New York, N. 














PATENTS. 


pee PATENTS that PROTECT 

Our 8 books for Inv entors mailed on iveany pt 
of 6 cts. stamps. R. s. & A. B. 
Washington. Db. CO, Estab. isese” 


S SHEPHERD & PARKER, 
Solicitors of Patents and Trade Marks, 

408 Dietz Bidg., Washington, D.C 
Highest references from prominent manufactur 
ers. Hand book for inventors sent upon request 


~~ PRINTERS. 


RINTERS. Write 8. CARLETON, Omaha, - 
Nev.. for copyright lodge cut catalogue. 


W — print catalogues. booklets. circulars. acv. 

matter—all kinds. \ rite for prices. THE 
BLAIR PTG. Cv,, 514 Main St.. Cincinnati. ©. 

—_——_+or——————— 
ADVERTISING MEDIA, 

ae EVANGEL 
’ Secanton. Pa 

rhirteenth year; 20c. agate line. 


pnE Troy (Ohio) REcoRD is a daily of the 

Montreal Star class published in a 6.000 
town. Circulation covers city and Central Miami 
County thoroughly. Send for rate card. 


MAILING MACHINES. 


f plate DICK MATCHLESS MAILE . ight and 

quickest, Price $12. F. J. V NTINE, 
Mfr., 178 Vermont St., Buffalo. N Y. 
. +r 


























CARDS. 


gules CARDS of ev 1 very description are made by 
us. Wesbiptoal ae =; the world. Par 
ticulars on request. U. § UVENIR POST 
CARD CO.,11440 Proadwav 
— 


DIRECTORY OF NOVELTY MANU- 
FACTURERS. 

GENTS wanted to sell ao novelties, 2'¢ com. 

Fs 3 samples, !0e J.C. KENYON. Owego.N. Y. 


YRYSTAL Paper Weihta with your advertise- 
/ ment, $15 per 10. Catalog adv. novelties 
free. sT. LOU iB BUTTON CO.. St. Louis, Mo. 


OVELTIES WANTED—Can use 50,000 monthly 

good advertising novelties appealing to 
smokers. Not to cost over five cents, Send sam 
ples and quotations, ‘“ PRi.MIUM,” care of 
Printers’ Ink, 











Ww RITE for sample and price new combination 
Kitchen Hook and ill File. Keeps your ad 
before the pousewife and business man, THE 
WHITKHKAD & i (U., Newark, N, J. 
Branches in all) ls large ¢ ities 
<a orery 

ADDRE SSING MACHINES AND FAC- 

SIMILE TYPEWRITERS. 


UTO-ADDRESSER—An office machine that 
saves 90 per cent. Besides selling the 

“ ‘AUTO-ADDRESSER,” we make an IMITATION 
TYPEWRITTEN LeTreER and fill in the address 
so that it cannot be distinguished from the real. 
We i wrapping, folding, sealing, mailing, etc. 


Ask 
AUTO- ADDRESSER. ‘ 310 Broadway, N ie 
PUBLISHING BU STN ESS OPPORTUNI- 
TIES. 


JUVENILE Magazine 
Having good. paid subscription list, 
Car: ving representative advertising, 
Can be purchased at this time 
On account of illness of present owner. 
Price and terms meen paid to responsible 
Parties, Address or call o 
EMERSON P. "HARRIS, 
Broker in Publishing Property, 
253 | Broadway, New York. 


REAL ESTATE, 


I KALTY AND OTHER BUSINESS OPPORTU 
NITIES in every corner of the United States, 
Cuba, Mexico and Canada. Read the quaintly 
llustrated Classified Pages in EVERYBopDy’s 
MAGAZINE—America’s Great Classified Medium 
three million rea¢ 
Have You Something to Sell? Send for “How 
Advertise in a Small “ay Successtuliy” anda 
other free booklets. THE RIDGWAY-THAVER 
COMPANY, 31 E. 17th St., New York. 
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ADDRESSING MACHINES. 


DDRESSING MACHINES—No type used in 
the Wallace stenei! agaressing machine, A 
vard index system of adaressing usea by the 
largest publisners througbouttue country Sead 
ace euculars Wedo addressing at low rates, 
WALLACE & CO.. 29 Murray St., New York, 
401 Pontiac Blag.. 358 Dearborn st., Uhicago. Ill, 
tor 


SUPPLIES. 


a OTE HEADINGS of Bond Paper, 54%x8% 
2 inches, with envelopes (laid p). 100 tor 6ac. 
250 for $1.10; 500 for $1.60; 1,000 for $2.50; 2.000 for 


fi. 50: 5,000 for $11.00. Send for sampics MERIT 
RESS, Betnlehem, Pa. 
D. WILSON PRINTING INK C0., Limited, 


y 
W e of 17 Spruce 8t., New York, sell more mag: 
—_ cut inks than any other ink 1} house iv the 


tra 
Special prices to cash buyers, 
ERNARD’S Cold Water Paste now used ex- 
clusively by publishers, clipping bureaus, 
billposters, s cigar makers. trunk tactories and ali 


pee user 0 have tried it. Sample free. BE 
RD'S PASTE DEPT., Tribune Bldg., Chicago. 
———— 


ADVERTISING AGENCIES. 
A. O’GORMAN AGENCY. 1 Madison Ave. 
e N.Y. Medical journal advtg. exclusively. 


{ W. KASTOR & SONS ADVERTISING COM- 
e PANY. Laclede Building, St. t-ouis, Mo. 
MYHE IRELAND ADVERTISING AGENCY, 
Write tor Different Kind Advertising Service 

925 Chestnut Street, PhilagelpLia. 


LBERT FRANK & CU., 25 Broad Street. N. Y. 
General Advertising Agents. Kstablisheu 

1872. Chicago. Boston. Philadelphia. Advertis- 
ingof all kinds placed in every part of the world. 
ieee AND S\VASEY, Oakland, Cal.— 
Largest ageony west of C hicago; employ 60 
people; save aavertisers by aavising judiciously 
newspapers, billboards, walls. cars, distributing. 


ss 


CLASS PUBLICATIONS. 


20,000 Buyers 

of ($1,025,000,000 annually) 

Hardware, eens 
Goods. 

















Read every issue of the 
Hardware Dealers’ 
Magazine. 

Write ror rates. Speci- 
men Copy mailed on re- 








quest. 
253 Broadway. N.Y. 











+r 
TIN B BOXES. 


[ you have an attractive. ve, handy package you 
will sei] more goods and get batter prices tor 
them. Decorated tin boxes hsve a rich appear- 
ance, don’t break, are handy, ana prererve the 
contents, You can buy in one-half cross lots and 
at very low prices, too, We are the folks who 
make the tin boxes for Cascarets, Huylers. Vase- 
line, Sanitol. Dr. Charles lesb Food. New Skin, 
ana, in fact. for most of the “big guns.” Rut we 
pay just as muchattention to tne “little fellows.” 
Better send for our new illustrated catalog. It 
contains jots of valuable gery and is 
free. AM'.RICAN STOPPER _CO Ne, 19 
Verona Street. Brookiyn. N. Y. the largest 
maker of TIN BOXES outside the Trust. 
— 
FOR SALE. 


DVERTISING Wavon and Harness, cust $500 

used but little; fine for medicine business, 

For scale at a bargain. UHAS. BERNARD. 
Tribune Bidg., Ubicago. 


frors SALE—Complete newspaper and job plant 

in excellent condition, publishing daily 1.600 
circulation, weekly 2,500, in growing city of 12,000 
population: doing between $2500 and $3,000 of 
business per month and steadily increasing; in 
splendid field to Vapor For rarticulars, price 
and terms, write C. A. McCvY, Luke Charies, La. 
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ADVERTISEMENT CONSTRUCTORS. 


Wet °R, experienced in research, prepares 
addresses, pamphlets, &e. Contidentiat. 
“CUMPILER,” Box 1697 N. Y. 


{ CHWED’S CREATION pays advertisers, 
culatiing 10,000 


Advertising rate, ‘eo 
line; 
SCHWED BROS., 409 E, 52d 8 


A Brainy Business 
eRUEENprEepe sien ‘ 


introduce them in your 
“follow-up.” and notice in- 
creased returns. Address 
On your office stationery ; 
FREDERICK WAR 
Ore of Illustrated Letters), 
40 Dearborn patency Chicag 


LETTERS, 


business articles, booklets, trade marks, adver- 
tisements and advertising plans of a superior 
kind wil! be prepared promptly in out-ot-office 
hours tor a few advertisers whose int2rests do 
not conflict with those of the International Cor- 
respondeuce Schools, Seven years’ experience 
preparing order-b: inging advertising of great 
variety. oe: ee of manuscript, printea 
matter, aud plan 

S. Reland Hall, 1120 Ash St.,Scranton. Pa, 


DO not know all about anything— do not even 
suspect myself of it—but have a tulerably 
flexible mind, plus a reasonable amount of 

“GUMPTION,” 

I make Circulars, Folders, Price Lists, Cata- 
logues, Trade Primers. Circular Letters, An- 
noucements, Mailing Cards, Booklets, Notices, 
Newspaper, Periodical and ‘Trade Journal Adver- 
tisements, ete., etc.—all of these with *peculi- 
arities” of their own. 

it will cost you nothing to have me send you 
samples of these “doings,” and you might 
chance to discover from them that + oem pay 
you to have me build something for 

ostal card sent me is one Cent astray 

0.60. FRANCIS I. MAULE, 40 E, 402 Sansom St , Phila. 


A SECOND Fling” at the Pub- 
lisher by ‘“‘HIMSELF.”’ 


Again, Oh, Publisher, hearken unto the lean 
and hungry truth: You are -ompvelled to spend 
thousands of dollars hunting new business be- 
cause you are not auc cessful in keeping vld busi- 
ness in your column 

A steam hoist couldn't lift a heavy weight with 
a weak cable, and no matter how powerful your 
publication may be, 1t can’t produce aE de | 
results with ineffective copy. When you sell 
space toan advertiser help him to get the kind 
of copy which will make it pay 

Gondicopy sells the guods and it sells the space. 
More than one publisher, imbued with this t: uth, 
has gotten into the habit of sending clients to 
the one big advertising institution devoted ex- 
Clusively to the preparation of Adrertising Copy 
ye the al Order. Go, thou, and do likewise— 


“ Pe LETTER SHOP, 1200 to 1295 Monon Build- 
ing, 324 Dearborn Street, Chicago, U. 8. A. 
—____+o+-__—_ 
STREE?P CAR ADVE ADVERTISING. 


\. Street Car Advertising 
brings Yor oO results 
Send 


an inch. Subscri fen any You a year. 
ew York 













CARD INDEX SUPPLIES. 


of Rt CARD INDEX QUESTION will be quickly 
and easily settled by getting catalogue and 
This means us. 
STANDAKD INDRX CARD. COMPANY, 
Rittenhouse Bldg., Phila. 
——_+o-—___ 


price from the manufacturers. 





ADDRESSES FOR SALE. 
CLASSIFY all S>. Cul. addresses to order. 
ae $7.50 per M. KUGENE A. GRANT, Pa:adena, 
Jal, 
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PREMIUMS. 


PHOUSANDS of suggestive premiums suitable 

for publishers and others from the foremost 
makers and wholesale dealers in jewelry and 
kindred lines Py list price illustrated 
catalogue reatest book of its kind. 
Published Aes 34th issue now ready ; free. 
S. F. MYERS CO., 47w. and 49 Maiden Lane, N. Y. 
~or 


PAPER, 


B BASSETT & SOTPHIN. 
45 Beekman St.. New York C 
Coated pavers a speciaity piemmed ip Perfect 
White for hign-graae catalogues 


FOR SALE OR EXCHANGE. 


47 DESIRABLE building lots in South Savan- 

nah, Ga. Excellent opportunity for colony 
ot truck gardeners; will sell reasonable or ex 
change for anything cf equal value. CHAS. 
BERNARD, Tribune aids. Cc hicago. 














HALF TC TONES. 


NF EW SPAPE R HAL y “TONES. 

4 2x3, 75c.; 3x4, $l ; 4x5, $1.60. 

Delivered when c ash accompanies the order. 
Sena for samples 

KNOXVILLE FENGRAVING CO., Knoxville, Tenn 


ALF-TONE or line productions. 10 square 

inches or smaller, detivered prepaid. 7ic.; 

6 or more. 450c. each, Caso with order. All 

newspuper screens. Service day and night. 

Write for circulars teferences furnishca. 

Newspaper process-engraver. FP. O. Box 815. 
Philadelphia, ba 


or 
COIN MA AILER, 


] 000 horas Soe $20. Any printing. Acme 
Coin Carrier Co.. Ft. Madison, la, 
—_\_+or—__—_ 


COIN CARDS, 





PER 1,000. Less for more; any printi ng. 
Detroit, Mich. 


$3 THE COIN WRAPPER Co.. 








Trade Mark 


Within the Past 
Year We 
Have Supplied ae) 


THE GOVERNMENT 
PRINTING OFFICE 


At WASHINGTON, D.C., With Over 


100,000 


POUNDS CF 


WITHOUT A SINGLE COMPLAINT, 
Has a record like this ever been surpassed 
in the manufacture of Printers’ Metals ¢ 
We make a specialty of the manutacture 
of Metals for Printers—Monotype. Linotype, 
stereotype, Electrotype, Autoplate, ~om- 
posity pe. 


MERCHANT & EVANS CO. 


Successors to 


MERCHANT & CO., Inc. 


SMELTERS, REFINERS, 
PHILADELPHIA. 
New York Chicago Baltimore 
Brooklyn Kansas City Denver 














reason to regret it. 


Leader, Covington, Tenn. 


low prices. 





“Reason to Regret.’ 


We have been using your news ink for some time until 
our last order, when we sent elsewhere, and now have 
Send us your sample book and we 
will bear you in mind when we make the next order — 


Many of my customers have been induced to try other 
inks through the glib tongue of some salesman who 
promises to give as good quality and as low prices as 
I offer, also a line of credit, but when the goods arrive 
they are no more like mine than chalk is to cheese. I 
employ no traveling men and trust no one, consequently 
make no losses and my customers get the benefit of my 
Send for my sample book. 


ADDRESS ¢ 


PRINTERS INK JONSON, 


17 SPRUCE ST., 


NEW YORK. 
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WHICH HAS THE 
CIRCULATION ? 


Conclusive proof that THE OAKLAND 
TRIBUNE has the largest circulation because 
it carries the greatest amount of advertising (at 
higher rates) than all other local papers: 








Actual Inch | June, 1905 | June, 1906 Net Gain 


Measurement 


TRIBUNE pogo 10,702 





Pi sel 36,177 | 44,398 | 8,221 











THE TRIBUNE reaches seven-tenths of 
the homes of Oakland, Berkeley and Alameda 
(combined population, 250,000). 


\ 16 pp. every evening. 
THE TRIBUNE 1 46 pp. Sunday morning. 


Only Associated Press paper in Oakland. 
Only paper having Sunday morning edition. 


"PROVES ITS MERITS." 











OAKLAND, CALIFORNIA 


Largest Residence Largest Factory 
ity on the City on the 
Coast Coast 
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BY GEORGE ETHRIDGE, 


READERS OF PRINTERS INK 
CRITICISM OF COMMERCIAL ART 


WILe 


PRINTERS’ INK. 


COMMERCIAL ART CRITICISM 





33 UNION SQUARE,N.Y. 
RECEIVE. FREE OF CHARGE! 
MATTER SENT TO MR ETHRIDGE. 












It seems to be an accepted fact 
among the advertisers of heating 
apparatus that the picture of a 
comfortable and happy infant is 
one of the best illustrations for 
an advertisement in their line of 


business. There seems to be no 
excuse, however, for treating the 
infant so unkindly as in the ad- 
vertisement marked No. 1, in 
which the unfortunate little thing 
is completely overwhelmed by its 
surroundings. In No. 2 we have 
the heating outfit with the baby 
and the mother in a clean, attrac- 
tive and well-balanced picture. 
By the way, the grand prize for 
condensation belongs to the per- 
son who constructed No. 1. In 
that picture we are shown not 



















[ for heating your residence 
H or building either by 
We can furnish you with plans and all 
fj oecessary material so that any ordinary me- 
ft 
| Our prices are very reasonable 
Send us a rough sketch of your 
will make you a proposition for 
furnishing the outfit complete. We 
ASK FOR BOOKLET No. H-498 
on heating and plumbing materials 
Sith and Iron Bts., Chicago, 
NQ 1. 
the mother, but several toys, a 
cat, a plant, a sofa with pillows, 
George Washington crossing the 
Delaware on the wall and, as a 


W Let us make you a proposition 
steam or hot water 
HY chanic can install same. 
! 
plans with measurements, and we 
will save vou at least 25 per cent. 

» Address CHICAGO H.W. CO. 
only the radiator, the baby and 
a window curtain, a picture of 
crowning triumph, a_ sleighing 


party scene in the far distance, 
through the window. In_ the 
language of the day: Can you 


beat that? 


* * * 


Here is an interest'ng example 
of display—the advertisement of 
Sargent & Co., who want to give 





























fe) 


N22 
away a cook book. The word 
“free” is certainly displayed to 
the full possibilities of the space. 
The question is, is the word 
“free,” standing practically alone 
by reason of its great strength, 
the most important thing in the 
advertisements? The word “free” 
attracts all sorts of people who 
are looking for something for 
nothing, and a certain number of 
these will be women who want a 
cook book. The balance of those 
attracted will be waste circulation. 
Women who might want a cook 
book will see the word “free,” 
but may not read the advertise- 
ment. If the words “free cook 














book” had been displayed as 
strongly as the word “free” now 
is—and there is plenty of room— 
then the attention of every 
woman who might want a cook 
book would be attracted to the 
exclusion of everybody else and 
the advertisement would have 
exerted the maximum of its pos- 
sibilities, with no waste. As it 
stands the advertisement is very 
good because the cook book of- 
fer is fairly well displayed, but ‘it 
is not so good as it might be be- 
cause the over-powering boldness 
of the word “free” practically puts 
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well-displayed descriptive matter 
and prices the ad would have 


AM ERICANAIOVELTIES 


The Philadelphia °°” Novelty Mig. Co 


meget Office and Factory. 13th and Noble Sts. Philedciphla, Da, U.S.A. “mrsrmee 


























FREE 


Cloth Bound 
Cook Book 


100° 
Pages of Good 
Things to Eat 


Tt’s the woman's bank book that ¢ 
always shows a saving. Sargent’s # 
Gem Food Chopper backs upthe 
book., Means better meals; hap- 
pier, healthier families. Send for 
this cook book to-day—it's free. 


SARCENT & CO., © 
145 Leonard St., New York 

















the rest of the display out of 
business. 
* * * 


The Philadelphia Novelty Com- 
pany possessed itself of a. fairly 
neat little border ‘and heading, 
and then proceeded to cram things 
into it after the manner of a 
woman filling a trunk. In addi- 
tion to pictures showing half a 
dozen different articles there isa 
descriptive’ text referring to 
scores of articles of all kinds, set 
so fine that even in its original 
form it took a pair of very strong 
eyes to read it. If these people 
had devoted the entire advertise- 
ment to one or two pictures with 






































been one upon which they could 
have been congratulated. 
* * * 

This Londonderry Lithia ad- 
vertisement is an example of 
“showing the package” carried to 
an extreme. In the original—a 
quarter page magazine advertise- 




















ment—it was hardly possible to 
decipher any of the wording on 
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the central bottle. 
ment to commend. There 


any copy—nothing to 


construction is such that 


paratively small. 





+e 
liquidator appointed by 
manage 


Government to 


THE 
French 


bottle. The trademark 
£25,164.—Exchange. 
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There is little 
or nothing about this advertise- 
isn’t 
show 
whether the article advertised is 
a beverage or horse liniment. The 
the 
bottle doesn’t really have a show, 
as the space it occupies is com- 


the 
the 
property of the Carthusian monks sold 
by auction on June 30 the trademark 
of the Grande Chartreuse, together with 
the right to reproduce the form of the 
7 realized 








We Will Tell You How to 
Advertise Any Busi- 
ness the Best Way. 


We can prove to you, no matter what 
line of business you are in that 


THE BELDEN 


TELEPHONE PAD 
will produce better results than any 
other form of advertising— Newspapers, 
Posting, Circulars, Letters, or anything 
else. 

There is a right way touse the Pad. 
Weknowthe way. It helped tomake the 
Chicago Daily News, Chicago's greatest 
want ad paper. It helped put the St. 
Paul Dispatch way in the lead in St. 
Paul. Dozens of testimonials as to the 
value of the Pad. Used onthe home and 
office phone—that’s the point. Different 
styles for different phones. 

We give exclusive use under certain 
conditions. 

Specially interesting proposition to 
Real Estate Dealers, Coal Dealers, 
Bankers, Gas Companies, Grocers, News- 
papers, etc. 

Write NOW. 


BELDEN MFG. CO. 
198 Michigan St., Chicago 


Single Pads (like cut) on sale and ex- 
pressed to any one for 50c, 





EXPERIENCED ADVERTISERS 
ARE ALWAYS LOOKING FOR 


THE ONLY ONE 
OF ITS KIND 


The Scotch and Scotch-Irish Presby- 
terians were the founders and are the 
builders of America, and stand to-day 
among ourselves and before the world 
for everything that is best in religion, 
education, politics and industry. The 
rank and file of the ministry and mem- 
bership of the Reformed Presbyterian 
denomination are Scotch or Scotch-Irish 
Presbyterians; and to reach them thor- 
oughly and effectively you must use their 
officially endorsed religious weekly. 


THE CHRISTIAN NATION 


Wednesdays—23d year, 


NEW YORK. 


CHRISTIAN NATION PUBLISHING CO. 
Tribune Building, N. Y. 
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ESSENTIAL: That which is necessary. 


We could not have coined 
a better word to express 
the position of the 


Svenska 
Tribunen-Nyheter 


as a medium to reach the 
Swedish-Americans in the 
United States. 


Guaranteed Circulation: 
55,000 copies weekly 


In size the largest Swedish 
publication in the world. 
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In circulation the largest 

in the United States, 

It is THE ONE Swedish 

newspaper to put on your 

list. 
SVENSKA TRIBUNEN - NYHETER 
Swedish Tribune-News Building, 
67-69 E, Kinzie Sr., CHICAGO, 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invitedto send model advertisements, ideas for window 
cards or circulars, and any otner suggestions for bettering this department. 











R. F. Apams, 
Advertising, 
HunTINGToN, W, Va. 
Editor Ready Made Department: 

I am inclosing a series of eleven ads 
written by myself for the Home Laun- 
dry of this c.ty. These ads appeared 
in the Huntington Advertiser during a 
period of eleven weeks this Spring and 
had the effect of doubling the business 
of the !aundry. 

You, of course, cannot spare the 
space to reproduce them all with com- 
ments, but I would be very glad it 
you would select those you consider 
the best and make such comments as 
you consider proper, 

I might say in passing that I have 
been an interested reader of PRINTERS’ 
Ink for nearly two years and have 
derived much pleasure and assistance 
from the perusal of its columns. 

Yours truly, 
Rk. F. Apams. 

P. S.—I also inclose three ads pro- 
duced by me for the Huntington Na- 
tional Bank upon which I would like 
to have your criticism. These appear- 
ed in the Huntington Herald. 

When a series of ads_ has 
doubled a_ business in eleven 
weeks it comes pretty near being 
a waste of time to pick them to 
pieces and point out a word here 
and there that is not quite right, 
even when they are subject to 
such criticism. It isn’t hard to 
understand why these ads were 
successful. Their writer has 
taken up one thing at a time and 
talked about it seriously and sen- 
sibly, without any effort to be 
cute or clever. When laundering 
lace curtains was the subject he 
forgot everything else; and wh.le 
those ads may not have brought 
in any soiled and wilted collars, 
they did, no doubt, leave an 1m- 
pression on the mind of the woman 
with lace curtains to be “done 
up.” When the curtains turned 
out all right, that made an enter- 
ing wedge for the rest of the 
wash. In all but the few things 
a man buys for himself, it's a 
pretty good idea to get the 
“women folks” on your side. All 
laundries look pretty much alike 
to the average man, who is too 
busy to bother himself much 
about such deta‘ls; but its dif- 
ferent with women—it’s a part 


of their business to look after 
those matters of domestic econ- 
omy, and that's why it pays to 
go out of your way to please 
them. And, by the way, that old 
laundering phrase about ‘doing 
th:ngs up” is an unfortunate one 
to use in laundry ads, because, 
in most cases, according to my 
own experience, it is too literally 
true. I notice that it is making 
way more and more for the bet- 
ter, more descriptive term “laun- 
dering.” Here are a few of the 
laundry ads; the others have been 
filed for later issues: 





THE BUTTONHOLE AT THE 
BACK. 


Your experience with it has no doubt 
lead to much vexation, possib'y pro- 
fanity. Broke your fingernail trying to 
pry it up from the neck-band eh? 

ou won’t have that experience if 
you send your shirts to us We save 
you the trouble of prying up that but- 
tonhole flap, and there’s no danger of 
tearing the shirt the way we do it 


either. Try us and see. 
HOME LANUDRY, 
Cor. 6th Ave. and oth St., 


Mutual ’Phene 403. 





LACE CURTAIN CLEANING. 
We cleanse without injury to the 
fabric. We have frames to stretch and 
shape them properly with out tearing; 
these are reasons why we have such 
success in laundering Lace Curtains. 
How much better it will be to let us, 
with proper experience and facilities, 
wash your Curtains than to undertake 
it yourself without them. 
HOME LAUNDRY, 
Cor. 6th Ave. and oth St., 
Mutual ’Phone 403, 


ECONOMY 

Most fabrics tear easier when wet 
than dry. This is one reason why we 
starch shirts, collars and delicate fab- 
rics by hand, 

There is so much more danger of 
tearing them when a machine is use 
for that purpose. 

True, it costs us a I'ttle more to 
do it by hand—our margin of profit is 
reduced that much—but we have the 
satisfaction of know:ng our customers 
are pleased. 

Don’t forget our repair department. 

HOME LAUNDRY, 
Cor. 6th Ave. and oth St., 
Mutua! ’Phone 403, 











The bank ads are good, but I 
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don’t particularly like the start of 
the one reproduced below. I 
spend money foolishly, and I 
don't know, except in a general 
way, how much I spend. An in- 
timate acquaintance might inter- 
rogate me on the subject without 
giving offense, but when such 
questions are fired at me through 
the newspaper, by a stranger, my 
first inclination is to reply ° ‘None 
of your business.” I am probably 
not radically different in this re- 
spect from 99 out of every 100 
men who read _ advertisements. 
The point made is a good one, 
but should not be brought out 
quite so abruptly or in words that 
can by any possibility give offense. 
The other ad, headed “A dollar 
in bank,” really makes the same 
point in a different way—a way 
much less likely to offend: 

NOT MAKING ENOUGH MONEY? 

How much do you spend foolishly? 
Don’t know, eh? 

Suppose you try paying your bills 
by check. By glancing at the stubs you 
may readily ascertain what you have 
spent during a given time, —and you’!l 
find that it’s not that _you’ re not earn- 
ing enough, but you’re spending too 
much, 

Deposit your money with us. Let u 
assist you with the many conveniences 
this Bank affords. 

THE wea oe NATIONAL 
BAN 


A DOLLAR IN BANK 
is worth more to you than a dollar 
in your pocket, because— 

You know it is safer; . 

You are not so liable to spend it 
needlessly ; 

You can make it earn for you 3 
per cent interest if you deposit it here 
for a given time. 

Are not these excellent reasons why 
you should begin a deposit account 
with us? Our efficient and obliging 
banking force is at your disposal. 
THE HUNTINGTON NATIONAL 


BANK. 











Another Good Thing for Stationers to 





Push While the Post Card Craze Is 
On. From the Springfield (Mass.) 
Union. 
Everflat Post 
Card Albums 
The kind that will not 


bulge out at the back, and 
will always lie flat, whether 
containing Ten or Five 
Hundred Cards, 
H. RUDE CO., 
Springfield, Mass. 











A Good Fish 
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The Frank Admission That Mistakes 
o Occur, Lends Strength to the 
Claim That They are Few. From the 
Brooklyn Eagle. 





In Your Own 


Household, 


where there are three or 
four, or at the most, eight 
or ten people, how often do 
mistakes happen? 

In a store organization 
made up of thousands of 
people, you can see that the 
possibility of errors ought 
to be multiplied many fold. 

Yet the errors are wonder- 
fully few here because all 
of our thousands of helpers 
are trained in the indefatig- 
able determination to do the 
thing right, 

While you are out of town 
this Summer, depend on 
the Loeser store just as it 
you were here and could 
come personally to choose 
what you want. 

Your orders will be filled 
as carefully and accurately 
as you could do it yourselt, 
If there is a choice—if one 
article ig more desirable than 
another—it is invariably the 
choicest that is sent you. 

Your erders will be fille’ 
promptly, too. If you are 
on Long Island, deliveries 
will reach you on the same 
day that we get your order 
or early the next day. 
Loeser Long Island deliver- 
ies are the quickest made by 
anybody, 

Order ov mail, or ’phone 
or personally. You will find 
Good Service. 


FREDERICK LOESER & 
COMPANY, 
Brooklyn, N. Y, 








Story, from the Lynn 
(Mass.) Daily Evening Item, , 


Nahant Sea 


, 

Trout, 5c. Ib. 

Caught to-day. Right from 
the weirs. 

A splendid substitute for 
bluefish, which is high at 
present. 


A rich, dark meated fish, 
delicious for frying, baking 
or broiling. Easy to cook. 
Far better for your health 
than impure meat products. 

Better try some to-day. 

WILLIAMS BROS. 
213-215-217, Union Street, 
Lynn Mass. 




















THE BALTIMORE AND OHIO RAILROAD 
ComPANyY, 
Office of Stationer. 
BALTIMORE, Md. 

Editor Ready Made Department: 

Will you kindly criticise the attach- 
ed ad, which is appearing in one o. 
our telephone directories. I think that 


the mention of the puff given the 
rival dairy was in bad taste and woul. 
have the opposite effect from _ that 
which the Pikesville Dairy is striving 
for, but would like your opinion on 
same. 
Yours very truly, 
Epw. D. Hattock, Ad Student, 


Stationer’s Office B. & O. R. R. 


It certainly looks like a case of 
“sour grapes,’ whether it is or 
not, when a concern devotes an 
entire ad to talk about competi- 
tors, and a telephone directory is 
the last place for such an ad, any- 


how. An ad in a telephone direc- 
tory ought simply to bid . for 
telephone orders; to tell how 
promptly and _ satisfactorily they 
are filled, etc. Here is the ad 
referred to: ‘ 


Notwithstanding the flattering adver- 
tisements of our competitors in_ busi- 
ness, and the puff in the Chicago 
Health Journal inserted in the news- 
papers, concerning a certain Dairy in 
Baltimore, we claim to be the leaders 
in all that goes to make what President 
Roosevelt calls a “Square Deal” be- 
tween a Dairy and its customers. 

PIKESVILLE DAIRY CO., 
1507-1513 Argyle Avenue, 





Enlargements, 
(Ind.) News. 


Good 
from 


Why Not Make 
the Most of Your 


Favorite Snap 
Shots? 


Our Bromide _ Enlarge- 
ments from any clear nega- 
tive gratify to the utmost 
the desire to get full picture 
value from a pleasing bit of 
photographic work. Let us 
show you what we do at 
these low prices for the sizes 
indicated. 


One for Photo 
the Indianapolis 





6x8 inches, 50c.; 8x10 
inches, 65¢.; 10x12 inches, 
8sc.; 11x14 inches, $1.10; 
14x17 inches, $1.35; 16x20 
inches, $1.60, 

THE H. LIEBER CO., 


24 West Wash’ngton St., 
Ind, 


Indianapolis, 
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Good Advice That Is Good Adtvertis- 
ing at the Same Time. From the 
Washington (D, C.) Even.ng Post. 





Eat Sparingly 


—of meat during summer if 


you’d be comfortable. Let 
Prof, Hart’s Brown Bread 
take the place of meat. It’s 
far more nourishing and 


does not overtax the weak- 
est stomach. Made of whole 
wheat four—Hulls and A_l. 
Pure and delicious, 

Price, 6c. loaf, delivered. 
Write or ’phone. 

KRAFFT’S BAKERY, 
Cor. 18th St. and Pa. Ave., 

Washington, D. C. 











A Novel Real Estate Proposition, from 
the Atlanta (Ga.) Georgian, 


Three Months 
Rent Free. 


Only Three Left of Eight 
Brand New Suburban 
Homes. 

The first month will be 
given Free and if occupied 
one year, two more months 
will be given Free at the 
end of the year, making 
only nine months you will 
have to pay for. None but 
good families will be allow- 
ed in these houses. These 
are located on the River 
electric car line only twenty 
minutes ride from the cen- 
ter of the city; contain 7 
and 8 rooms; have never 
been occupied; are located 
in West Atlanta Park. 
Every house fronts a fifty- 
foot Park, which is set in 
trees, evergreens and flowers. 
Pure air; native oaks; an 
ideal spot for children. It 
is cheaper than living in the 
city and the surroundings 
are more wholesome. In the 
center of this Park are the 
Ferro Phosphate Springs, 
which will cure any case of 
stomach or kidney trouble, 
no matter of how long 
standing. It now has a new 
church, neatly furnished, a 
store, a school-house cost- 
ing $2,500 will soon be com” 
pleted. Captain J. T. Mills, 
who lives on the grounds, 
will show you through the 
houses. Rent $20 per 

month. i 





+ 


JOHN J. WOODSIDE, 
12 Auburn Ave., 
Atlanta, Ga, 
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A Good Section of a Large Ad in 





PRINTERS’ INK, 


A acy One from the Washington Something a Little Different in Opt. 


(Pa.) Reporter. 





| $10 Portable 
| Showers $15. 


Such Hot Days. 

What can be more of a 
comfort or luxury than one 
of these showers that re- 
quire no extra plumbing, but 
simply connect with your 
present sp:got. 

Those we have sold are 
giving excellent satisfaction. 
T. F. BURTE, Plumber. 

46 E, Wheeling St., 
Washington, Pa, 





Pittsburg (Pa.) Leader. 





1,000 Bamboo 
Porch Blinds. 


They’re made of the out- 


anese bamboo tree, and hav- 
ing been exposed to the 
weather for years, resist the 
action of the elements best 
of all, 

Every one has a rod at 
the top and bottom, with 
pulleys attached and hemp 
rope adjusted to roll them 
up. They are 4 feet wide 
with 6-foot drop. Regular 


45c. blinds, Friday’s price 
29¢, 

Porch Seats, 
Another porch feature— 


4,000 Round Woven Straw 
Porch Seats for the use ot 
those who would sit on the 
steps. Regular 5c. (each) 
kind—Friday 5 for 15. 


KAUFMANN’S, 


Pittsburg, Pa. 











| 
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side bark of the native Jap- | 





the 


A Good Argument for the Plain Pack- 


age, but 
to Price. 


From 


ada) Evenig Mail. 





You Don’t Wash 
With the Box! 


Both box and wrapper of 
Baby’s Own Soap are plain, 
business like and cheap. All 


the money is in the soap 
itself. which is as ‘“whole- 
somely” pure and fragrant 


as_money can make it. 

Baby’s Own Soap is much 
imitated as to appearances, 
but delicate skins soon show 
the difference. ‘““‘Baby’s Own”’ 
costs “you no more than the 
imitations. 





SOAPS, LTD.. 


ALBERT 








Altogether Too Indefinite as 
the Halifax (Can- 





cians’ 


from 





Advertising, from the Galves- 
ton (Tex.) Tribune. 





See That Hump? 


Parents. and __ teachers 
should notice particularly the 


position assumed by the 
children while studying. 
When a child holds _ the 


book very close to the face, 
or bends closely over the 
work, defective vision should 
at least be suspected, and 
the child taken at once to 
a competent optician, 

No use to scold, the only 
thing that will straighten the 
back, if the eyes are defec- 
tive, is a pair of glasses that 
correct the defect that causes 
the hump, our glasses are 
always just right. 

Save your broken lenses; 
we can duplicate them no 
matter how complicated, and 
furnish them the same day. 


M. O. NOBBE & CO., 
Opticians, 


Galveston, Tex. 
— ties al 





A Good Kind of ‘Savings Bank Copy, 
(Conn.) News. 


the Danbury 








| 
| Small Savings— 
How They Grow. 


5 cents a day in one year 
amounts to $18.25, in ten 
years, $182.50. 

10 cents a day in one year 


amounts to $36.50, in ten 
years $365. 
25 cents a day in one 


year amounts to $91.25, in 
ten years, $912.50. 

50 cents a day in one year 
amounts to $182.50, in ten 
years, $1,825. 

75 cents a day in one 
year amounts to $365, in 
ten years $2,737.50. 

100 cents a day in one 
year amounts to $3 5, in 
ten years $3,650. 

The foregoing table does 
not include interest, which, 
if added, would increase the 
results shown. 

If you wish to take ad- 
vantage of above, call and 
open a saings account with 
this bank; $1 will start it. 


UNION SAVINGS BANK. 


| United Bank Building, 
Danbury, Conn. 
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